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VOICE of the TRADE 


STEPHEN J. BROUWER of Mil- 
waukee pays tribute to the late Dr. 
D. L. Clark of Denver, vice-presi- 
dent of the American Osteopathic 
Association, whose philosophy in 
life is given below: 





“It is man’s business to make 
himself useful in this world. We 
may not know how the results of 
our efforts fit into the universal 


scheme of things, but it is not nec- 


essary that we should. It is enough 
to realize that opportunities con- 
front us; that responsibilities await 
our acceptance. Their challenge 
should be sufficient to engage us 
in the battle of life. 

“There is much for man to do. It 
is the price we are called upon to 
pay for advancement. Let us ac- 
cept our assignment with pleasure. 
The peace that comes to us with 
the knowledge that we have done 
our best to aid our fellow men, 
should satisfy. 

“Very few of the tangible re- 
wards we receive in this life give 
us lasting satisfaction. Money is 
soon spent; honor at times vanishes 
almost overnight; fame is as fleet- 
ing as the wind; but there is one 
thing that does not tarnish or van- 


ish, and that is the personal pride 
each of us has in the satisfaction 
of a difficult job WELL DONE.” 


* % *% 


A MERCHANT writes: 

“An ideal letter to all shoe man- 
ufacturers and wholesalers would 
be: : 

“Remember the buyers who 
stuck with you all during the de- 
pression. True, their orders were 
not large, but in all probability 
represented the total pair require- 
ments of each company. At least, 
these orders made it possible for 
you to maintain a skeleton organi- 
zation, which certainly came _ in 
handy when business picked up. 


v7, 





“Today you are once more very 
busy. In fact, you may have orders 
for more pairs than you can pro- 
duce easily. Deliveries may have 
been falling just a little behind 
schedule. Under these  circum- 
stances, what have you been doing 
to these good customers of some 
years’ standing? Complaints indi- 
cate considerable dissatisfaction. 

“For numerous reasons it would 
be a worth-while idea to check into 
these business friendships of long 
standing just to see if your old cus- 
tomers are getting the break your 
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conscience says they surely de- 


serve.” 

* % * 
BRALPH I. STRAUS of R. H. 
Macy & Co., speaking before the 
Sales Executive Club in New York, 
said: 


“The best way I know of taking 
the ice out of price is to make 
prices flexible so that an optimum 
price can be found. That is the 
psychological price. Such a price 
is determined by continuing trial 
and error tests, and is subject to 
innumerable and modifying influ- 
ences, such as season of the year, 
fashion, style, etc. Only when 
prices are free to permit this experi- 
mentation is it possible to find that 
psychological price which brings 
the best relationship of cost and 
profit factors. It is not only the 
psychological price, it is the pros- 
perous price.” 

* % * 


** ARCHIE” KAPLAN of the Co- 
lonial Tanning Company says: 
“Patent should be good this Fall. 
In voicing this opinion I am not 
merely giving expression to a hope, 
but to a growing conviction that the 
style cycle with which we are all 
































































familiar has made one of its com- 
plete revolutions and that all-over 
patent shoes, which have not been 
in the Fall picture for some time, 
are due for a come-back. Colored 
patent should be especially good 
with the new colors of town clothes. 
High-throated pump styles will be 
shown in a variety of colors.” 


* * * 


FRED G. LEIGHTY of Birming- 
ham, Alabama, says: 

“Take the retail shoe business, 
in which the writer has worked for 
years. We find foot complaints de- 
veloping into a serious matter, 
which disturb general good health 
and are alarming because of their 
disastrous results. 

“Try buying a pair of shoes in 
a store where the atmosphere just 
bristles with sales aggressiveness. 
You will be served by a school boy, 
or older salesperson, who immedi- 
ately wishes to dominate your per- 
sonality to the end of forcing you 
to lose your fortitude of judgment 
and any knowledge you might 
have of your own feet, or foot com- 
plaints. If you are fortunate enough 
to fight off the first attack, you will 
possibly be approached by the 
floor-walker who tells you this 
salesperson did not know the stock 
very well, so a fresh salesperson 
levels down on you with like ag- 
gressiveness, making your chances 
very small to get out of the store 
with a good fit. 








“Wouldn’t you have more foot 
comfort and be better pleased if 
shoe merchants qualified their men 
to be shoe fitters, prepared in the 
old-fashioned way for this work, 
instead of feeding them on high 
pressure selling babble improvised 
to get your money, without con- 
sidering your welfare in the least? 

“We occasionally have our pleas- 
ant shopping trips, and how nice 
it seems to be able to satisfy our 
own taste and desires, unmolested. 
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WHENCE TAXES? 








—Anemic cows don't give rich 
milk— 

—Anemic Industry doesn't provide 
taxable profits. 

—And a government requiring bil- 
lions of dollars to experiment with 
new political and social philoso- 
phies must have healthy industry 
to help carry the load. 

—tThe only other alternative would 
be general confiscation of wealth. 

—And that sort of thing is not 
likely to occur in the greatest and 
richest country in the world. 

—Our Government cannot permit 
a serious business recession and 
remain solvent. 

—Fact is, "politicians have much at 
stake in maintaining business at 
healthy levels at least until the 
next election, even though this 
may involve putting a brake on 
business and slowing down rapid 
price rises for the present." 


Sst 6 eens 


President 








During these trips it is no doubt 
true that we have accidentally con- 
tacted salespersons who have either 
bounced back to normal for a short 
time themselves, or have been 
kicked back by the recoil of that 
high voltage hypnotic sales gun. It 
seems there is a depressing physi- 
cal effect present, after this human 
hot air boiler cools off, that casts 
a cloud temporarily over these ag- 
gressive sales attitudes and which 
causes the salesperson to languish 
in the valley with indigestion, low 
blood pressure, and negative men- 


tal attitude. If retailers do not ele-. 


vate their sales plans, it just means 
that the consumers will have to 
get better steeled for their battle 
before shopping, or use the ouija 
board to try to find out before 
leaving home which salespeople are 
suffering from a compound hot-air 
fracture.” 





eJOHN L. HARRIS of New York 
says: 

“We are convinced that thou- 
sands want—not shoes alone—but 
intelligent service (fitting) and 
when I tell you that better than 
90 per cent have returned to us 
for additional pairs, you can rest 
assured that it was not shoes alone 
that did it but the right shoes in 
the right proportions and the right 


* * * 


*¢§LADIES KEEP YOUR SHOES 
ON” is the striking title of a page 
in the July 25 issue of The Ameri- 
can Weekly. This magazine is dis- 
tributed every week with all the 
Hearst Sunday newspapers to 
6,000,000 families in the United 
States. We quote from it: 

“Science finds there are 73 ail- 
ments of the feet and 22 of them 
come mostly from badly shaped 
and badly fitted shoes. 

“When a diabetic patient says: 
‘My feet are killing me,’ he, or 
more likely she, because the ma- 
jority of foot-sufferers are women, 
may be telling the unexaggerated 
truth. Many diabetics are actually 
killed by their feet. The reason is 
that the diabetic’s circulation is 
poor and the feet being the furthest 
from the heart, as well as the low- 
est and therefore hardest to pump 
back from, are the poorest served 
of any part of the body. 








“This does not matter so much 
in male patients because men’s 
shoes are more sensibly designed 
to begin with and usually they wil! 
not buy a shoe that is too tight for 
them. At the theater if one bends 
down and looks along the floor he 
will see a forest of legs and among 
them a surprising number of shoes 
in various positions, like little ship- 
wrecks, but among these hulks 2 
man’s shoe is a rarity. 

“For this reason it is the woman. 
with her tortured feet, who most 
often has small breaks of the skin 
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which would heal in the normal 
person but may cause gangrene, 
blood poisoning, amputation and 


death in the diabetic.” 
% * * 


SOME sort of a shift in sizes is 
going on. Women’s feet are getting 
bigger, according to the familiar 
story. Some merchants take excep- 
tion to it. They assert that shoes 
are getting smaller. 





It was the practice of last mak- 
ers, of the old school, to add a 
size, or 1/3 inch, to the last as an 
“extension.” The “extension” be- 
ing added to a No. 4 B, or sample 
last—that made it a No. 5. Shoes 
were fitted roomy those days—also 
low of heel and arch. 

The short coupled, or high arch 
last, came into fashion in later 
years; the arch being raised, the 
forepart of the foot was shortened 
a bit. 

So a size was taken off the length 
of the No. 4 B, or model last, and 
it actually became a No. 3 last. 
This No. 3 last measured two sizes 
shorter than the No. 4 B last with 
the “extension” of one size which 
made it a No. 5. 

So it may be that many shoes 
for women are short-sized as com- 
pared with standard sizes as they 
were known along in the nineties. 

* * * 


MIISS BESS BLOODWORTH, per- 
sonnel director of the Namm store 
in Brooklyn, said to the National 
Federation of Business and Profes- 
sional Women at their convention 
in Atlantic City: 

“Don’t be constantly on the de- 
fensive. It has a tendency to make 
us talk too much. Don’t feel sorry 
for yourself because some one has 
noticed that you are aging a bit. 
_ Don’t be intolerant or critical of 
the young person with or for whom 
you work. Don’t deceive yourself 
into thinking that a complete re- 
habilitation job, with make-up, will 
take the years away entirely; but 
don’t miss a bet in doing everything 


that will enhance your appear- 
ance.” 

- And may we add—the right sort 
of shoes to go with the right sort 
of costume to insure smartness, 


comfort and poise. 
* * * 


SING A SONG, ETC. 

Sing a song of six pence, 

Buyer’s in a mess; 
Bought a stack of oxfords, 

Made a crazy guess. 
Though the shipment’s opened, 

All upon the shelf, 
Looks as if he'll have to 

Wear them all himself! 
The ad is in the paper, 

Doesn’t help a bit, 
Boss is in the office 

Throwing quite a fit. 
“It’s funny,” says the buyer, 

“De way dat I am beat, 
“For up till now, I vow it, 

“I’ve never known de feet!” 

* * * 

THE Skée and Leather News of 
London«refers to a movement that 
has been started in Leicester to 
establish a Fashion Shoe Designers 
Guild and says: 

“The objects of the Guild are 


to promote a concentrated effort in. 


introducing definite styles for com- 
ing seasons; to discuss problems 
relating to design and standardiza- 
tion of shoe measurements, and to 
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promote lectures by prominent peo- 
ple in the world of fashion. The 
movement ought to succeed as its 
usefulness will be widely recog- 
nized. As a means of coordinating 
existing methods of treating with 
footwear styles and providing as- 
sistance to manufacturers it is prom- 
ising in its scope, and deserves the 
fullest support obtainable. Future 
developments will be watched with 
considerable interest and apprecia- 
tion of the efforts of those respon- 
sible for starting the movement.” 

All of which recalls the earlier 
efforts of the American shoe indus- 
try to introduce some measure of 
control into a style situation which, 
some years after the war, had 
reached a state that threatened to 
undermine the stability of the in- 
dustry. In America, the approach 
was somewhat different. Here mer- 
chants, tanners and traveling sales- 
men joined with the manufacturers’ 
representatives in organizing a 
Joint Styles Conference, from 
which the manufacturers subse- 
quently withdrew, to leave the re- 
tailers in control. But all will 
agree, we believe, that the Style 
Conference has been a constructive 
and helpful force, and it is to be 
hoped that the project launched in 
Leicester may prove equally suc- 
cessful. 
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“He ain't much of a salesman, but he gives the place prestige, if you know what | mean.” 
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Some special findings on what to 
feature for “The New Third Run” 









Calfskin for the W inter walk- 
ing shoe, again introducing 
the lower line. Garside- 
Zuckerman. 











Kid will be at its best in dressy 
and dressmaker low-cut shoes like 
this. Note that the vamp is all one 
piece. Premier Shoe Co. 













Sponsored as a high style 
choice for “puddle-hopping,” 
is this ostrich step-in from 
Schwartz & Benjamin. 














Suede trimmed with calf or rep- 

tile at points of galosh contact 

is practical for Winter wear. 
J. P. Smith Shoe Co. 










One... Two... Three 
SELLING SEASONS 









IN the lingo of the shoe trade, the expression “Second short time, he will be thinking of what to buy for No- 
Run”—remember?—used to mean shoes to sell from vember 1 to February 15 selling. The chief concern 
late October on. But, in this year of 1937, what used of this story is with this Winter period—the Third Run 
to be the second run is now the third run. The in- which used to be the Second Run and has now moved 
troduction of soft, open types in Fall materials for up one on the selling schedule. 

July, August and early September has changed the And so what about these shoes for November and 
whole timing schedule. It now takes three selling «afterwards? Is there any magic formula that will 
periods to take us through the Fall and Winter. This make women buy a third set of shoes? Is there any 
new set-up for selling turns out to be an excellent startling new shoe material that will set the snow on 
thing for business. It’s a case of more runs, more hits fire? Is there any merchandising theme that can match 
















and fewer errors! the smartness of this year’s idea about soft, airy First 
In ye olden days, the shoe retailer used to introduce Run shoes? 
heavy Fall styles in Midsummer and think he was Well, maybe some such one brilliant idea is brewing 





pretty smart. This year, he proved to be a lot smarter in some genius’ head right now. If there is, he is 
when he gave women (who had slopped around in keeping it, very cagily to himself. No, we haven' 
soft shoes for three months) something easy on the found any one solution to the Third Run problem. But 
feet to bridge the break between Summer and Fall. in talking to many buyers and retailers, we have un- 
The new “First Run” of shoes was a real inspiration. carthed several suggestions that will help to keep the 
Having opened the season with these softer types, daytime shoe business moving from November on- 
the retailer is now planning to call in his regular Fall | (About the evening shoe picture we will have words 
shoes, or his second run, after Labor Day. And in a next week). 

























Lower Cuts The High Style Note 


In the first place, a number of high style buyers 
plan to make silhouette rather than material their story 
for Winter selling. And this silhouette will be the 
lower line—trimmed pumps and low cut step-ins. 
These retailers will break away from high-riding types 
and show many more lower-cuts as the advance guard 
of a new Spring movement. They will play up the 
shoe for the formal Winter costume at this time. And 
they will take the stand that the new formal shoe is 
a dainty, low cut model. 

They like suede shoes trimmed with grosgrain or 
satin particularly well for a shoe of this type because 
it fits the formal Winter costume picture. Several 
Fifth Avenue stores are also thinking about kid. both 


Leathers and fabrics share the honors for No- 

vember to February selling, the volume in 

fabrics concentrated at popular price ranges. 

Note that the shoes on this page feature a lower 

cut silhouette, advance guard of a new Spring 
movement. 


Suede trim and a touch of gold 

piping to give the fabric shoe 

the look of Winter richness. 
J. & T. Cousins. 


TO SPRING... 


glazed and mat finish, as a good medium for these 
dressy and dressmaker shoes. 

In playing formal types, they will not forget that a 
woman needs sturdy walking shoes for Winter weather. 
And for this type of wear, calfskin and suede trimmed 
(at points of galosh contact) with calf or reptile are 
the two best proposals. 


The Fabric Situation 

High style retailers are less enthusiastic about fabric 
shoes than the medium price and inexpensive shoe 
grades, except where they are selling shoes to the 
Southern Sections of the country. There will be some 
fabric shoes bought for November selling at all price 
ranges, of course, but the emphasis will be at popular 
prices. 

The feeling among the style buyers is that fabric 
shoes are so logical as Spring shoes that spreading 
them all over the year takes the kick out of their pro- 
motion at the most timely time. The argument that 
fabric shoes are perfect companion-pieces to galoshes 


Gaburdine with generous 
trim of calf in a tailored 
Winter shoe. Selby - Styl- 


Eez. | f 


Calf predominates 

over the fabric in this 

monk shoe. Gregory & 
Read Co. 


by RUTH HARRINGTON 


does not figure so strongly in the style market. A 
woman who is style-minded (and has the money to be 
so) will wear sturdy tailored shoes in smooth leather 
or combinations “puddle-hopping” and suede shoes for 
formal clothes, with a taxi thrown in for bad days. 

For the average person, however, there is no question 
that fabric shoes are practical all-day shoes for snowy 
weather. But the trouble is that the usual fabric shoes 
do not look right for the middle of the Winter. 

The typical gabardine shoe, trimmed with a touch of 
patent or calf, is a Spring model—it has all the crisp- 
ness and freshness of Spring clothes. Now, what can be 
done to make fabric shoes for November to February 
look different from the Spring crop? We have found, 
in the market, three possible solutions of this problem. 

First, change the usual balance, and use more 
smooth leather than fabric in these shoes, as illustrated 
in the fabric shoes sketched. 

Second, use suede as a trimming -leather, to give 

[TURN TO PAGE 48, PLEASE! 





NEWSPAPER ADS 
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For National Men’s Shoe Week 


EVERY store will have its own versions of popular 
style trends, but the outstanding ideas of the season 
should be played up by all, and the same goes for using 
uniform color names. Unless this is done, confusion 
will result, and much of the promotion value of Men’s 
Shoe Week will be lost. 

These are three practical styles of layout for your 
cooperative advertising: 

1. The supplement, spread, or page that combines 
editorial matter with individual store ads. 

2. The photographic spread that uses uniform-sized 
photographs with captions to make up a spread or page 
(single or series) showing the new styles, with brief 
headline mention of the event and its purpose. 

3. The cooperative announcement—a regular ad that 
includes the names of participating stores. 

In an extensive program there may be use for all three 
forms of layout. 

Individual store ads permit of considerable variation, 
conforming to the firm’s characteristic style of advertis- 
ing, but using the features that tie up with the united 
effort. The store should use space sufficient to allow a 
good merchandising job—to sell not only the idea of 
getting correct new shoes—but to illustrate the various 
types of smart shoes which are available at the store. 

Boot AND SHOE RECORDER furnishes a number of ad 
suggestions that permit of infinite variation in layout, 
so that you may be able to feature as many different 
shoes as you wish, with the addition of shoe illustrations 
supplied to you by your manufacturers. 

With your illustrations use good descriptive copy 
that tells about the shoe and suggests the type of clothes 


CLOTHES COMPANIONS 
The right shoes will make an old 
suit look smarter, and a new suit— 
well—stop in this week and see for 
yourself how lives and leathers of 
the new Fall shoes blend with the 
cut and fabrics of Fall clothes. It’s 

Men’s Shoe Week. 


With a double-breasted blue suit 
try this (description of shoe). 


Fine Feathers 
May Make Fime Birds 
Bat 
Fine Feotwear 
Is Man’s First Step Toward 
a Smart Appearance 


Come in and See the 
New Fall Shoes 
During Men’s Shee Week 


(STORE NAME) 


by BR. E. ANDRUSS 


(style, color, and material) with which they will be 
smart. Extra pairage in men’s shoes must come the 
same way as did the increase in women’s shoes— 
through better style understanding. There’s a good 
idea for a style promotion in the caption: 


Which Shoes Would You Wear? 


Use illustrations (sketches or photographs) of various 
types of men’s apparel, blocking out the shoes. Describe 
each outfit. Show shoe illustrations, with descriptions. 
In the copy suggest—‘“Here are several types of apparel 
that are smart for Fall. Also a number of shoe styles 
that are correct to wear with the different outfits. Match 
them up, then compare your selections with the correct 
ensembles shown in our windows for Men’s Shoe 
Week.” Enlarged sketches, photos, or mannikins can 
be used for the display. In the photographs or sketches, 
use backgrounds of local spots that will be readily 
recognized. 

Another idea would be to have your “Inquiring 
Shoeman” ask men what they think of the new Fall 
shoes, and quote them, with their pictures, in your ads. 
If photos are used, be sure to have them sign releases 
permitting you to use their pictures in your ads. A 
whole series of ads could be worked out on this idea. 
Be sure that the shoe each man thinks smartest is also 
pictured. 

There’s a bit of smart cooperative publicity in giving 
prizes for the best windows installed for Men’s Shoe 

[TURN TO PAGE 48, PLEASE] 


GOING PLACES? 


Young men headed upward, as well 
as men who have arrived know the 
value of appearance that says “I’m 
on My May.” In our Fall showing 
are shoe styles as cosmopolitan as 
the air traveller—shoes for travel, 
business, sport that will be at home 
in any well-dressed gathering. Come 
in and see them this week. 
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Te Grains And Darker Tones 
dividualized Custom Toe 


vhrid “Heavy”? Type 


WITH the fabrics for Fall clothes taking 
on a more conventional and certainly a 
more conservative tone, interest increases 
in men’s shoe colors and in the surfaces of 
the leathers that go into their cutting. 
The extreme plaids of last Fall and 
Winter, while strictly a country fash- 
ion, were often seen in town; this 
year they give way to more refined 
stripes in herringbones of the wors- 
ted and Cheviot varieties. Stripes 





continue broad and are to be seen in 
spacings varying up to 1% inches. 
The very popular sharkskin of last 
year repeats and is to be seen with 
novelty stripings of a contrasting 
color, as well as in the more conserva- 
tive varieties. Pin head fabrics in 
rich browns and steel grays are in- 
creasingly important; while unfinished 
worsteds and flannels, particularly in 
oxford gray and blue, retain their 
perennial favor. 

New notes in topcoats are the fly 


front coat with longer and higher 
peaked lapels and the similar three- 
button model, cut very much shorter 
and fuller in both chest and _ skirt. 
Single and double-breasted camel’s 
hair overcoats and the increasingly 
popular “reversibles” of waterproof 
gabardine and Harris tweed are im- 
portant again; apparently men are 
just as determined to have their cloth- 
ing dry as they are their feet. 
IN leather surfaces it is obvious that 
it is going to be a season of grains. 
A season of grains means a stimulus 
to shoe sales. This Fall it is not to 
be the heavy Scotch grains of three or 
four years ago; but, fine, plump 
thistles, a new long grain and perhaps 
[TURN TO PAGE 52, PLEASE] 


JOHN REILLY 


Photos by 
GEORGE PELZER 





The first three things to do in planning your advertising for Men’s Shoe Week are: 


1 —Get together on the style ideas to be promoted. 
2 Get together on color names to be used. 


3—Get tegether on the style of advertising that will best meet your 
loeal needs. 











Come in and 
shoes during 


See the new fal] 
men's shoe weak | 
i 




































































BOOT AND SHOE RECORDER, August 7, 1937 

















































“sticking to dead. policies.” The mistake is general be- 
cause business.men do not realize that a change is 
taking place in’ the circumstances which originally 
justified a particular policy. 

Because this is a large and abundant country, we 
iake it for granted that 425,000,000 pairs of shoes can 
be absorbed by the American public this year, and 
expect 450,000,000 next year and a. full 500,000,000 
by 1940. It is general belief that the good old Ameri- 
can public will buy and buy and almost “eat” shoes. 
But, will it? 

There have been some examples this Mid-Summer 
of choking the public demands with shoes. Clearance 
sales have contributed their part to stuffirig the goose 
that laid the golden egg with shoes at clearance prices 
so low that there was no profit in the Mid-Summer 
business of many stores in America. 

The policy of living alone—and liking it—should 
cease. The rich American market is not entirely do- 
mestic “body and soul.” Our manufacturers have fol- 
lowed the policy of the easiest way because our 
manufacturers found it easier to sell a customer in one 
of the forty-eight. states, even though payment was 
long deferred on the invoice, than it was to look at 
the wide world and sell some alert merchant in a 
foreign land for immediate cash. 

The American manufacturer needs to expand 
his market and now is a very opportune time. It 
seems as though sizes and widths and smart 
fashion and fitting lasts have become appreciated 
by people the world over. Perhaps, it is the 
smartness of the American feminine foot which 
has brought about “an eye appeal and a desire” 
the world over for the American system of sizes, 
widths, lasts and smart patterns. Some alert 
American concerns have taken advantage of this 
movement and are already working in foreign 
fields. 

As one foreign manufacturer put it, “Shoe-making 
and merchandising as practiced in my country is ap- 
proximately at the point where the United States was 
in 1912 and what we are trying to do is to bridge 
the gap between—to bring our people up to the 
America of 1937. 

As a result, this. foreign manufacturer is taking 
home with him American designers, American super- 


Stuffing the Goose with Shoes 





THE commonest error in business is the habit of 
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By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


intendents, American lasts, patterns and the high-speed 
efficiency of American machines. 

If American shoes are so popular throughout the 
world, why not give foreign stores the opportunity to 
sell the original American shoe, not its imitation? 
For, the appeal “American Made” is, at the moment, 
in high international favor when applied to the cut 
of dresses, the fit of corsets, the sheer of hosiery, the 
utility of handbags and we hope the fit and fashion 
of shoes. 

For once upon a time American manufacturers did 
a successful and profitable export business to other 
countries. In 1919 there were 21,683,000 pairs of 
leather soled footwear exported from the United States 
at a total value of $75,372,000. But then followed 
vears of self-satisfaction with the American market 
alone. In 1936 exports of leather soled footwear from 
the United States had shrunk to 1,587,000 pairs at the 
value of only $3,393,000. The adventure into foreign 
fields has almost ceased in shoes. 

But not in Czechoslovakia, the Yankee of 
Europe so-called, which has become the greatest 
shoe exporting nation on the face of the globe. 
That compact little country actually increased its 
exports in 1936 into the United States—500 per 
cent over those of 1935; and in the first four 
months of 1937 Czechoslovakia, and largely one 
concern, exported to the United States more 
shoes than in the entire year of 1936. 

A Czechoslovakian labor wage cuts under our 
own domestic prices, with all our vaunted Amer- 
ican efficiency and machine speed. 

We opened up this discussion with the subject of 
clearance. Here is a logical out. Do you know that 
handbag manufacturers: export American handbags the 
world over and part of the philosophy of their export 
plan is‘to remove from the American clearance mar- 
ket all surplus stocks of seasonal handbags, priced 
so that they will appeal to even the Chinese. 

Once we did as well. There were a number of ex- 
port organizations which made it a practice of picking 
up clearance shoes and selling them in foreign fields. 
The effect of exporting the over-run of American shoe< 

[TURN TO PAGE 44, PLEASE | 
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SHOE 


For High Arches 


STABILIZER 
For Low Arche 
iy. 


~ 


TO RETAIL $8.50 TO $11.00 


@ Anticipate Men’s footwear wishes and you'll sell them. Racine does this for you 
with a complete merchandising set-up. With it you can fit all types of men’s feet. Smart, 
masculine designs built over popular and practical lasts, Shoes by Racine will develop 
loyal, enthusiastic customers. A range of patterns and materials for every male 


requirement. The Franchise for your town may be open. Write for details. 














THE RACINE SHOE MANUFACTURING CO., RACINE, WISCONSIN 


Manufacturers of Men’s Fine Shoes to Retail $4 to $10 


SHOE WEEK AUG: 
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COEDS Zave7 HEEL LATCH SHOES 


RAO BOTISEKEEP 
































Complete 
Promotional Material 


Window cards, inserts, direct 

fs mail folders, signs, price tickets 

# and displayers are also available 

for the promotion of Heel 
Latch shoes. 





~———- BRANCH OF 


KOBERTS.JOHNSONGKAND isterwationan Sr. Lois. Mo. 


SHOE CO. 
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UPTOWNS “UP” ANY MAN’S APPEARANCE | 


oN 


1722-2—Smart Uptown 
Norwegian in Black 
and Brown, for men 
who are always look- 
ing for the latest style. 
WIDTHS AAA to D 
SIZES to 12 
WIDTHS AAA to B 
SIZES to 14 





* There is a Star Brand 
Shoe to fill every demand 


profitably! 


For snappy dressers, men of con- 
servative tastes or working men 
there is a fast selling Star rand 
shoe backed by time-tested 
quality standards. Feature these 
quality shoes... build repeat 
business! Wire, write or phone 
for a Star Brand representative. 


SEE 
STAR BRANDS 


pirat! 


KOBERTS, JOHNSONORAND 


Branch of International Shoe Co€/ 


oll an 1 U8 be Phd LOP 
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R. H. TRAFTON 
WHEN some enterprising man with a flair for digging 


up unpleasant facts emerged a few years ago from his 
statistical laboratory with the announcement that at 
least $750,000 of good Maine money was finding its 
way annually into the tills of Boston merchants, there 
was state-wide consternation. 

Maine newspapers promptly started “Buy At Home 
Movements”-—which began and ended on their editorial 
pages. Maine merchants muttered. Boards of Trade 
and Chambers of Commerce gathered in conclave, 
passed resolutions with numerous “whereases” and 
called it a day. Maine women continued to hop fast 
trains, go to Boston and return to their homes laden 
with packages. 

To some extent this condition still exists, but here 
and there are merchants who have started to do some- 
thing about it with remarkable success. One of these is 
ithe J. E. Palmer Company, whose women’s and chil- 
dren’s wear store is at 543 Congress Street, in Portland. 

Already doing a satisfactory business in most of 
their departments, nevertheless the heads of the com- 
pany, Fred H. Palmer and John E. Palmer, looked 
askance at the women’s shoe department which, in 
1935, had gross sales of only about $30,000. That, they 
decided, was a good place to start if Portland women 
and those living in the vicinity of that city were to be 
lured away from the Boston stores and persuaded to 
do their shopping at home. 

It was at this time that R. H. Trafton stepped into the 
picture as manager.of the shoe department. Included 
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SHOOTING 
for 


BETTER 


Shoe Business 


and Scores. 


By OWEN A. THOMAS 
Associate Editor 


in his list of assets were a thorough knowledge of 
shoes and shoe merchandising, gained by work in two 
of Boston’s best shoe stores; and, what was more im- 
portant, an accurate knowledge of what Maine women 
liked because he had served them in those Boston stores. 

An analysis of the town showed him quickly that 
competition was keen. 

Move No. 1, therefore, took him out of the competi- 
tive price range and into a class of his own—or nearly 
so. Whereas business had been done on a stock of 
shoes ranging in price from $3.50 to $10.00, his new 
stock, when complete, ranged from $7.75 to $14.75. 
And included in this stock was a much wider style 
variety—more of the kind of shoes which Portland 
women were accustomed to seeing in the windows of 
the high-grade Boston shops. 

Move No. 2 involved a complete overhauling of the 
department—new interior displays—new furniture of 
the chrome-steel type upholstered in bright colors. 

And move No. 3 was consistent campaign to educate 
the style-conscious women of Portland and suburbs 
that here at last was a store in which they could be 
comfortably and correctly fitted with the same shoes 
which they formerly had felt they could not get nearer 
than Boston. He believes that women do not go to big 
cities to shop merely for the sake of going to those 
cities, but because they think (and rightly in many 
cases) that most stores in smaller cities and towns do 
not carry adequate stocks from which to make a 


selection. [TURN TO PAGE 53, PLEASE | 


A fter Selling Shoes from $3.50 to $10.00 in 
Portland, Maine, R. H. Trafton Aims Higher— 















































BOOT AND SHOE RECORDER, August 7, 1937 


D® Scholls Soivex 


tor ATHLETE’S FOOT 


ITCHING FEET and TOES 


Doubled Newspaper and Magazine Adver- 
tising Campaigns More Than Triple De- 
mand for This Amazingly Effective Remedy! 


The advertising on Dr. Scholl’s Solvex has been 
steadily increased each year until today it is 
appearing every month in 


THE SATURDAY EVENING POST—COLLIER’S 

ESQUIRE — HOLLAND’S — LITERARY DIGEST 

AMERICAN WEEKLY—AMERICAN MAGAZINE 
LIBERTY—LIFE 


In addition to this, Dr. Scholl’s SOLVEX is advertised in 
78 Leading Newspapers 


The sensational success of Dr. Scholl’s SOLVEX is due, 
of course, to the sterling merits of the remedy IT- 
SELF. For two years before it was offered to the public, 
the formula of Dr. Scholl’s SOLVEX was undergoing 
tigid clinical tests in thousands of cases of Athlete’s 
Foot. In no case did it fail to give relief. Many conditions 
of Athlete’s Foot of years’ standing, that nothing seemed 
to help, were soon cleared up by Dr. Scholl’s SOLVEX. 


You can recommend Dr. Scholl’s SOLVEX to your cus- 
tomers with every assurance that it will give satisfaction. 
It instantly relieves the intense itching of Athlete’s Foot, 
kills the fungi it comes in contact with and aids in heal- 
ing the red, raw, cracked, blistered or peeling skin be- 
tween the toes and on the feet. 


Be Ready To Meet Demand—Stock Up NOW 


The peak of demand for Dr. Scholl’s SOLVEX is during 
the Summer months when Athlete’s Foot afflicts millions. 
Order NOW and keep this product on display. 


THE SCHOLL MFG. CO., Inc. 
Largest Institution in the World Devoted Exclusively to Foot Care 
213 W. Schiller St., Chicago 62 W. 14th St., New York 





GRATEFUL USERS OF 
SOLVEX LIKE THESE 
HELP YOUR SALES! 


“Had Itching Toes For Years” 


Dayton, Ohio—“I was bothered by my feet and toes itching 
for years and tried everything I heard of. They would itch 
me so badly I was just wild sometimes, Skin would rub off 
my toes and crack underneath and stay sore weeks at a time. 
Doctors told me it was caused by my nerves. I got a box of 
Dr. Scholl’s Solvex. I used it seven days and my toes did not 
itch after the first application. I cannot recommend it too 
highly. It has been worth its weight in gold to me.”’ 

—C. A. McBryant. 


“Feet Useless From Athliete’s Foot” 


Milwaukee, Wis.—‘‘My boy of 15 had Athlete’s Foot for 
three months and could not get his shoes on. I sent him to 
our clinic which did no good. The entire bottom of his foot 
was a mass of sores. I saw Dr. Scholl’s Solvex ad and bought 
a jar. (After the fourth day, he could put his shoes on.) You 
cannot see a thing on his foot any more. The skin is a little 
red but entirely healed. Thank you from the bottom of my 
heart for wonderful Solvex.”—Wm. Reinhardt. 


“Could Not Sleep From Toe Itch” 


Whitinsville, Mass.—“‘A sufferer from Athlete’s Foot for 3 
years, I tried all kinds of medicines without results. I could 
not walk or sleep. The bottom of my foot was all cracked 
and the tops and inside of my toes were all open and raw. I 
saw your ad for Dr. Scholl’s Solvex. I got relief the first 
night. I shall never forget Dr. Scholl’s Solvex and what it 
has done for me.” —Oscar H. Gosselin. 








































hollywood 





















The Gold Standard—is important in this 
summer’s accessory fashion trend. Marsha 
Hunt, Paramount player, selects gold kid 
sandals and gold mesh gloves in her per- 
sonal wardrobe for evening and launches 
a charming contrast as she wears them 
with an evening gown of grey crepe. 


BBUDDY Ebsen has but one superstition. Its his old 
white shoes. He believes as long as he wears them 
he’ll stay at the top. Years ago, the tousel-haired youth 
spent his last cent in buying them, so he might apply 
tor a chorus job in Zeigfeld’s “Whoopee.” He got the 
job and has worn the lucky shoes since. 


* * * 


Members of the troupe of “Love Under Fire” at 
20th Century-Fox contributed three cents apiece to buy 
Loretta Young a new pair of blue slippers. They were 
tired of seeing the old pink ones she always insists on 
wearing on the set. «© «# « 


The files in a motion picture studio are unique. They 
contain items that can be found in no other filing sys- 
tem in the world. For example, in the M-G-M studio 
files can be found such notations as “Clark Gable 
mustache,” “Eleanor Powell legs,” and “Jeanette Mc- 
Donald hands.” When tests have to be made for shoes 
or stockings for a star, Eleanor Powell for instance, the 
“legs” file is consulted and the girl with the Powell 
legs is used. * *# 


Something new in evening bags is being worn by 
Claire Trevor, 20th Century-Fox actress. It is gold kid- 
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footnotes 


Buddy Ebsen’s White Shoe-perstition . . . “Love 
Under Fire” Gives Loretta Young the Blues 
... M-G-M’s Anatomy File . . . Claire Trevor’s 
Watch Evening Bag . . . Gene Raymond Looks 
for Girl in Shoe Stores . . . Joan Crawford’s 
Half -and-Half Sandals . . . Wheeler and 
Woolsey, Mud Slingers 


eeee by hr. t. 






skin finished with a special dressing that makes it as 
shiny as metal. In the flap of the fastening is set a 


tiny watch surrounded by a circle of diamonds. 


* * * 








Hollywood shoe stores were depleted recently when 
500 pairs of assorted shoes were needed for scenes in 
RKO Radio’s, “The Life of the Party,” in which Har- 
riet Hilliard and Gene Raymond are playing the roman- 
tic leads. Ranging from gold kidskin evening slippers 
to sports oxfords, the shoes covered practically every 
type of footwear worn by the 1937 girl. They repre- 
sented shoes collected from the corridors of a fashion- 
able hotel, as well as scores of shoes direct from a store. 
The footwear was needed for a scene in which Ray- 
mond corners the shoe market in a certain size in 
order to find a girl who has broken off the heel of her 
shoe but whose name he does not know. 
5 * * 

Because half of her sports outfits are blue, and half 
are white, Joan Crawford M-G-M star, has solved the 
problem by wearing half and half kidskin sandals with 
them. The shoes are blue on the outside of the feet and 
white on the inside. They strap over the instep with a 
small leather band fastened by means of ivory buckles. 

* * * 

There is quite a shoe gag scene built into the current 
RKO Radio comedy “On Again-Off Again.” Bert 
Wheeler attempts to make life miserable for Bob Wool- 
sey, who, as a result of a wager is forced to serve as 
his valet. One scene shows Woolsey comfortably seated 
in an easy chair, plastering mud on many pairs of 
shoes and instructing Wheeler to get busy and clean 
them. The property department furnished 30 pairs for 
the scene. Eight or ten pairs were muddied while wait- 
ing for the scene. A few minutes later, Woolsey ran 
out of clean shoes, and, with another “take” necessary, 


he finally was persuaded to take off his own and plas- 
ter them with wet mud on the promise that they would 
be shined and brought back to him while he waited in 
his dressing room for the next scene. 
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BOOT AND SHOE RECORDER STYLE AUTHORITY 
WGA NU 
...when he predicted that the “Slack” pattern would be a leader 


lt was first featured in the 
Recorder on March 27th and 
then in Esquire Magazine's syn- 
dicated style news service going 
to more than one hundred met- 


ropolitan newspapers. 


Repeat business from merchants 

Reproduction of article 
featuring this pattern, now make in March 1937 Recorder 
it necessary to add the “Slack” 


to our In-Stock line. 


TIN Ee 4 


THE SLACK 
Colonial Grade 
JUMBO LAST 


No. 3037 —Thrush Elk, Blucher Oxford, 
Thong Tie. ........ .. $3.45 


A7-12 B 7-12 C 6-12 D 6-12 
Terms 5%, 30 days —F. O. B. St. Louis, Mo. 


If the Winthrop “Slack” is not now being featured in your city, write 
WINTHROP SHOE COMPANY 


DIVISION OF INTERNATIONAL SHOE COMPANY 
ST. LOUIS, MO. 

































An early Fall shoe display of unusual interest by Ansonia, New York, with background consisting of a series of 
enlarged photographs. 


FALL PROMOTIONS START EARLY 
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First of New Season’s Shoes Featured in Ads and Windows 


AT doesn’t appear that shoe merchants will need much 
urging to start the Fall shoe season early this year. 
Weather, economic conditions and the distinctly un- 
usual retail situation that developed this Summer have 
combined to make Fall shoe openings even earlier than 
they have been these past few years, in which there 
was a decided tendency on the part of most retailers 
to set the dates of their first showings of Fall shoes 
farther ahead than formerly. Result, Los Angeles re- 
tailers were advertising Fall footwear as early as July 
19, while in New York the Sunday newspapers were 
carrying advertisements about Autumn footwear on 
the 25th, and spectacular window promotions were 
featuring the early Fall shoes. 

True, this simultaneous action of some of the more 
advanced retailers on the Atlantic and Pacific Coasts 
in promoting Fall footwear in July was predicated on 
a somewhat different line of reasoning in these two 
widely separated sections of the country. In Los An- 
geles climatic conditions are, to a large extent, the 
determining factor, and the experience of past seasons 
has convinced a number of stores that it is expedient 
to begin talking about Fall shoes in Midsummer. In 
New York, retailers were beginning to shoot for Fall 
business largely because they had spent their Summer 
ummunition and had nothing else to talk about. 


as August Opens 





A rainy backward June proved a serious obstacle 
in the path of a normal Summer shoe business, not 
only in the metropolis, but in many other cities of 
the East, with the consequence that the Fourth of July 
found some stores heavily laden with Summer footwear. 
Clearance sales were in progress even before that date, 
and during the hot spell just after the 4th, these sales 
were well patronized, so that the stocks were reduced 
to such a point that the retailers had to look about for 
some new theme for promotion. In the case of the 
higher priced stores, it is more or less customary to 
take a long look ahead and begin showing next season’s 
styles while this season’s clearances are still in blast. 
But even the popular price stores, it seems, are doing 
it this Summer. 


So we find Ansonia featuring an unusually interest- 
ing early Fall window in its 34th Street store, New 
York, the last week in July—an Autumn woodland 
scene with deer and squirrels, against a background 
consisting of a series of blown up photographs which 
give a continuous picture of the forest when mounted 
side by side. The photographs are finished in brown 
and give a very realistic Autumn picture. While blown- 

[TURN TO PAGE 54, PLEASE] 
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on 


DAYS,TOO0! 





THE FIRST OF A NEW SERIES OF 
Esquuce. ADVERTISEMENTS 


Key yourself to the National Men’s Shoe Week promotion. Extra sales will repay you. Key your shoes with our 
extensive national advertising. Extra sales will repay you. Stormwelt does everything our advertising claims. It 
acts as a structural base to keep a shoe in shape and, at the same time, it acts as a dam against moisture and 
grit— thereby protecting the vital inseam stitching. Ask your manufacturer to give you genuine Stormwelt — 
ask him to put Stormwelt tags in the top eyelets ot your shoes. When he does, you'll have another strong sales 
tool. Remember — extra sales will repay you when you specify genuine Stormwelt — the only one-piece ribbed 


welt of solid leather. Barbour Welting Company, Brockton, Massachusetts. 


LOOK FOR THIS TAG 


HANDSOME ON FAIR DAYS—HANDY On WET! 






























DR. RAY R. REEVES 


THE correct idea about this orthopedic shoe business 
which exists in the minds of most shoe men is that it is 
“bad stuff” to have around. Back-fence consultations 
and medical fakirs’ opinions sum up a picture the mere 
mention of which causes the average shoe man’s knees 
to tremble. 

The question is—do we need a public relations de- 
partment to iron out the differences of opinions between 
the shoe men and the medical men? Before we go any 
further perhaps I had better introduce myself. Permit 
me to say that I am a specialist on that part of the 
human body from the point where you fasten your 
garters, if any, down. A couple of sheepskins from lead- 
ing universities give me the privilege of calling myself 
a Chiropodist. I was in good standing in the associa- 
tion—but God only knows if I will be after writing 
this article. Before this degree I should have had a 
previous degree commonly known as “Hard Knocks,” 
as I was a shoe dog in San Francisco. One of those 
tough jobs, but after all is said and done, if I had my 
choice, I would give up one of those sheepskins rather 
than my hard-earned experience on the fitting stool, 
providing I couldn’t get that experience again. 

In the first place it should be a requirement of every 
Chiropody, Podiatry, or Medical school specializing in 
feet, that the students should have at least one year of 





1937 
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HOW TO DEVELOP 
A COOPERATIVE 
ORTHOPEDIC 
SHOE BUSINESS 












And a Clever Way for the Doctor to Tell the 
Merchant, “Use Your Brains’ 


by DR. BRAY BR. REEVES... 


who, during one of his experiments in telephoto 
engineering, was injured by an explosion and sent 
to a hospital. At that time he decided to complete 
his medical course. Since then he has become 
widely known for his practical work in the field 


of foot correction. 


uctual shoe-selling experience. The average Orthopedic 
Surgeon or Chiropodist does not realize that you cannot 
fit every type of foot with one run of sizes in a certain 
last. Neither does the the shoe man visualize the results 
the Orthopedic Surgeon is trying to obtain, and very 
often the shoe man, seeing that the doctor is all “wet,” 
tells the patient so rather than spending a few minutes 
at the telephone. 

It is true that the average medico knows little or 
nothing about shoes and will always appreciate the help 
a shoe man with proper experience can give him. Every 
shoe man will agree that his own family is very hard 
to please when it comes to shoes, the reason being that 
they know a little about them; not much, but just 
enough to let you know what they think of them. It is 
the same with the average foot doctor. 

Why not more cooperation between the shoe sales- 
man and the “foot specialist”? 

While I was working in San Francisco the manager 
of the store conceived of an idea, and I became a one- 
man public relations department. My job was to visi! 
the medical men and chiropodists and acquaint them 
with all the types of shoes we carried for corrective 
work, explaining in detail the various lasts and the 
outstanding features of these shoes. We had shoe pre- 
[TURN TO PAGE 56, PLEASE | 
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Premold seamless: back fea- 
tureeliminates ripping. Lining 
also is seamless. Leather and 
lining are premolded to shape 
before lasting. Result is a 
smooth, snug, comfortable 
i 
Pree, 


cements 
rene 
rail 


: HEEL PAD 
Absorbs some of the shock for 
those who pound hard pave- 
ments all day. 


A SHOE WITH SO MANY FEATURES ITS PRICE IS SECONDARY! 


bbe don’t need to give a thought to price resistance when you’re 
selling a pair of City Club Velvet-Step Shoes! Just point out the 
pre-molded, one-piece, seamless back. Any man will go for it! But 


CONC EIMAL PAD above all stress the unusual comfort and energy-building Velvet-Step 


That locks the heel in place feature, with its special heel pad, longitudinal and metatarsal pads. 
and at the same time gently 


supports the arch. This is a feature that will put pep in any man’s stride and it is a boon 
to men who are on their feet a great deal, for it eliminates fatigue. 


City Club Velvet-Step lasts are specially designed with a fuller- 
treading surface, and a broadened heel space. They include a com- 


plete range of toe types. All patterns carry short, snug-fitting top 
METATARSAL PAD ° ‘ ; 
Serves 00 = support for the lines. And, of course, there is a wide range of styles and materials 
metatarsals, thus relieving in the li 
pressure on the ball of the foot. in the line. 


Specifications: Welt construction; fine selected upper stock; Promotion: City Club Velvet Step Shoes are backed by five- 
soles of choice selection of cowhide bends; invisible nailed rub- _ color window displays; counter signs; special City Club cards; 
ber heels. Widths AAA to G. Sizes 5 to 14. arrow markers; envelope stuffers; City Club consumer booklet; 


In Stock for immediate shi t ste for Catalog). Priced ™#t service ; dealer imprinted postcards; radio transcriptions 
retail at $6. 00 and: $6.50 with eA brand in = and City Club golf balls. A 50-50 proposition on local news- 
Terms: 60 days, net. paper advertising and radio broadcasts. 


CITY CLUB 40” SHOES 


ETERS SHOE COMPANY e BRANCH OF INTERNATIONAL SHOE CO. ¢« ST. LOUIS, MO. 
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sales expansion on a sound basis. 


LYNCHBURG, VA. 


WILLIAM ISELIN & CO., INC. 


CREDIT LOSSES 
Have an aggressive sales policy the safe way. 


Credit hazards: become greater—when busi- 
ness recovery swings upward—when selling 
policies should be the most aggressive. 







Factoring protects your capital against credit 


losses, preserves your net profit, puts your 


New York Office -- 357 Fourth Avenue 


Branch Offices 
GRAND RAPIDS, MICH. 


Selling Agents of Shoes, 
Leather and Allied Products. 


LOS ANGELES, CAL. 


for Manufacturers and 
































Soft Toes Seen as 


Extra Pairs 


New York—Are women ready yet 
for that “extra pair of shoes’? In the 
opinion of Harold S. Hart, buyer of 
women’s and children’s shoes at De 
Pinna, good times are on the way, but 
they have not yet reached the point of 
justifying the purchase of additional 
pairs of shoes on the part of most wo- 
men. ‘He feels that there is a definite 
tendency on the part of the manufac- 
turer and the retailer to foster this 
“extra pair” business by creating and 
stocking shoes which, because of their 
nature or extreme design, must, neces- 
sarily, be an additional pair to be worn 
at times when one wants frivolous re- 
vd from the staple shoes worn every 

ay. 

Among these are the shoes with soft 
toes instead of hard box toes which are 
a transition shoe from the open toe 
sandals popular in the Summer months 
to the hard toed shoes which are Win- 
ter favorites. He believes these shoes 
will be successful because of the fact 
that the soft toe is the logical type for 
an all-over perforated shoe with 
punched through perforations such as 
those being stocked everywhere. 

Frank Brothers ‘are. ‘showing some 
soft toe shoes with a side lacing which 


they feel ought to catch the imagina- 
tion of their customers and for that 
reason be reasonably successful. They 
are also showing an English type of 
walking shoe which stresses comfort as 
the important factor. 

One of the uptown stores is featuring 
the college bred, sport type shoe with 
a lower heel, believing that the 16/8 
in. heel should be very good for early 
Fall. They are showing also a zipper 
type walking shoe which they feel 
should be successful for walking and 
sports purposes. 

Evening slippers are coming forth 
in a variety of materials. Very new 
among these is the use of painted satin 
in white, black, and red. Brocades and 
meshes in gold and silver should be 
very good, with staple dyeable satins in 
open toe styles retaining their popular- 
ity. 


New Catalogs Received 


The following is the list of the new 
Fall and Winter catalogs which have 
been received to date: 

The Jarman Shoe Company, a neatly 
bound book with all shoes shown in 
natural colors. 

P. W. Minor & Son, Inc., Treadeasy 
Shoes, attractive and cleverly bound 
with printing in two colors. 


Peters Shoe Company, a complete in- 
dex of boots, shoes and slippers for 
men, women and children, printed in 
color. 

Roberts, Johnson & Rand, an attrac- 
tive and neat catalog of shoes for men 
and boys, printed in color. 

Richland Shoe Company, Fortune 
Shoes, a neat and attractive index of 
men’s shoes for Fall and Winter, 
printed in color. 

Belle Meade Shoe Company, Excel- 
sior and Skyrider shoes for boys, an- 
nouncing new Fall contest with an air- 
plane as first prize. 





Middleville Shoe Co. 


Ready to Operate 


MIpDLEVILLE, Micu.—The final shi)- 
ment of machinery has been installed 
in the new plant of the Middleville Shoe 
Company, and all new equipment has 
been placed within the plant. Opera- 
tions are to begin as soon as machinery 
can be installed. The new plant will 
give Michigan one of the most modern 
factories in the mid-West for the man- 
ufacture of women’s style shoes, ac- 
cording to William Liebler, Jr., presi- 
dent of the company. 
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Your Fall and Winter lines of men’s shoes will receive punishment, 
which less severe and changeable weather conditions would not 
impose upon them. You can see that it will be good business to have 
sole leather, which is known to provide the maximum resistance to 
cold, moisture and wear. Precaution in this matter is easier to take 
-— everyway more beneficial, than any form of cure for shoe-bottom 

ure. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


DEMANDS T°UGE LEATHERY 


is made with an understanding of shoe merchandising problems and 

a desire to help you avoid those which may be experienced, when 

sole leather is incapable of proper service. First, our hides come from 

choice cattle. Second, hide curing is scientifically done. Third, time 

is allowed for thorough tanning operations. The result is sole leather 
+ « It’s an advantage in buying to have the names of which is as fine as can be produced. 


shoe manufacturers making shoes that carry KISTLER 
“BENCH BRAND” LEATHER SOLES. Write us for them. 
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Why not promote slipper sales during National Men’s 
Shoe Week? Here is a selection featuring various 
types and leathers. At extreme left are two shoes 
from L. B. Evans’ Son Co. One featuring embossed : 
leather, the other contrasting crossed strips of two- 
tone brown kid. At the right are two shoes from 
Daniel Green Co. The upper one is a pig grain 
featuring a novelty strap and a padded sole laced 
with a heavy, dark-colored thong. The lower shoe 
is a new Pullman slipper which folds into the very 
compact case at the right. The plaid dressing gown is 
an importation of Sambrooks, Ltd., of London. 


MERCHANDISE SOURCES FOR 
STREET TYPES 


[ CONTINUED FROM PAGE 27] 


Large photograph—first page. 
Top row. Left to right. 

Medallion perforated, wing tipped brogue with full 
leather sole and heel in light tan or black Cretan calf. 
From M. N. Arnold Shoe Company. 

The Croydon—A medallion perforated custom 
brogue in Cordovan calf with a very light boarding. 
Extremely large perforations contrast with fine pinking 
and small perforations to make an interesting shoe for 
early Fall promotion. From Geo. E. Keith Company. 


Second row. Left to right. 

A medallion perforated brogue in a fine thistle grain 
in the new red tone. From Winthrop Shoe Company. 

A blucher brogue, an excellent type of storm or wet 
weather shoe with oil treated upper and sole, yet re- 
taining the characteristics and styling of a light Fall 
shoe. From Edwin Clapp & Sons, Inc. 

A full brogue with full welt and extension in tan 
Norwegian grain. From Commonwealth Shoe and 
Leather Company. 


Third row. Left to right. 

A full English brogue over a last which is particu- 
larly well adapted for this type of shoe, with plenty of 
room in the ball and good full forepart in Shell Cordo- 
van. From Stacy-Adams Company. 

Extremely smart town brogue with intricate arrange- 
ment of pinking and perforations. Note particularly 
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the streamline perforations on quarter and tacestay. 


J. P. Smith Shoe Co. ; 


Group One. 

Top to Bottom. 

A custom brogue, carrying out the full tradition of 
custom detailing in Meerschaum calf. A rich glowing 
wine color. From Conrad Shoe Company. 

A custom toe, exceptionally well illustrated here. 
Note how well the tip is handled in relationship to the 
extreme full ball, black Russia calf. From A. E. 
Nettleton Company. 

Black calfskin in a custom brogue type. An ex- 
tremely refined treatment of a classic pattern. A Boot- 
maker model from-Freeman Shoe Corporation. 

Custom detailing selects’ black Russia calf for this 
classic medallion perforated square tipped brogue. 
Note the similarity of the toe with the second shoe in 
the group. From Florsheim Shoe Company. 


Group Two. 

Top Row—Left to Right. 

Black calfskin in a heavier treatment, featuring a 
very much squarer forepart and a medallion perforated 
tip. From Edwin Clapp & Son, Inc. 

An extremely plain custom type, over a squarer last 
in tan calf:. From Stetson Shoe Company. 

Bottom Row—Left to Right. 

The Broadway—a plain toe bal, featuring the new 
long grain. From Geo. E. Keith Company. 

A heavy weather shoe, a blucher with plain tip in 
tan oil treated calfskin with Stormwelt. From Stacy- 
Adams Company. 


Group Three. 

Custom street types over slimmer wood, featuring 
various toe treatments and leather surfaces. The first 
shoe from Johnston & Murphy, over a Vulcan last. The 
second from Racine Shoe Mfg. Company. The third 
from French, Shriner & Urner Mfg. Company, and the 
fourth from Nunn-Bush Shoe Company. 


Group Four. 

Four custom treatments, illustrating the use of a 
squarer toe and longer forepart. Shoes from, left to 
right, M. A. Packard Company, W. L. Douglas Shoe 
Company, Wall-Streeter Shoe Company, and Nunn- 
Bush Shoe Company. 


Group Five. 

A group of three lighter weight water repellent types. 
featuring Stormwelts. Shoes from, left to right, E. E. 
Taylor Corporation, Conrad Shoe Company and Bar- 
bour Welting Company. 


Group Six. 

Two town shoes with medallion perforated square 
tips, one in Shell Cordovan and the other in boarded 
calf. Shoes from, left to right, Heywood Boot and Shoe 
Company and Johnston & Murphy. 
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Increased Duty “Inadvisable”’ 


Wasuincton, D. C.—Secretary of State Cordell Hull 
has written the Senate Finance Committee that action 
on the pending Walsh resolution, calling for a Tariff 
Commission investigation of the heavy increase in im- 
ports of cemented shoes as a basis for increasing the 
import duty, is “inadvisable” and likely to “seriously 
impede” pending reciprocal trade negotiations with 
Czechoslovakia. 

“The institution at this time of the investigation en- 
visaged in the proposed resolution would in my opinion 
have an unfavorable effect upon our foreign trade 
relations,” Hull’s letter said. 

Observers who have been following the situation 
closely see little chance for favorable action on the 
resolution in view of Hull’s protest which was based 
on recommendations from the Executive Committee on 
Commercial Policy and the Trade Agreements Com- 
mittee, both established under the Trade Agreement Act. 

Referring to the report sent the committee by the 
Tariff Commission, Hull said that while indicating the 
desirability of “watching the situation carefully,” the 
report does not show the existence of an emergency 
requiring immediate action. The report referred to 


was written by the Tariff Commission on June 26 and 
advised the Senate committee that although imports of “i 
cemented shoes were increasing greatly, the proportion UA ‘\y 4 


of imports as compared with the domestic production 
is slight. It listed imports of children’s shoes at two- 
tenths of one per cent of domestic production; men’s 
and boys’ shoes, four-tenths of one per cent; and 
women’s and misses’ shoes, slightly more than one 
per cent. 

“I realize fully that the announcement (in 
May) of contemplated trade negotiations with 
Czechoslovakia has disturbed certain sections of 
our domestic shoe industry which fear the pos- 
sibility of a disruptive increase in competition 
from foreign sources,” Hull wrote. “Attention 
should be called to the extreme care and de- 
liberation exercised in the administration of the 
Trade Agreement Act. Prior to the making of 
any decision on any commodity, the whole field 
is carefully studied and full opportunity is given 
to all interested persons in this country to pre- 
sent their views, orally and in writing, and com- 
plete assurance is given that their presentations 
will be fully and carefully considered.” 

Hull said that the type of investigation called for 
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Heels of Jenkins’ 
“SPECTRO” have the 
hall-marks of quality. 
They are heels that have 
the essential resistance |; 
to scuffing, cracking and‘ 
chipping to assure last->, 
ing beauty—heels that: 
in a word, have the: 
sharply defined features 
which distinguish supe- 
riority. 


under the Walsh resolution in accordance with Section 
336 of the Tariff Act is one “limited in basis and 
scope of action.” On the other hand, he pointed out, 
the powers conferred by the Trade Agreements Act 
test upon “a far broader basis” and therefore permit 
“a wider scope for reaching conclusions of benefit to 
the various interests concerned.” 


a 





Heels that plus-value 
the shoe 


GEORGE ©. JENKINS CO. 


MANUFACTURERS OF “SPECTRO” AND OTHER QUALITY FIBERS 
BRIDGEWATER, MASS. 
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SEND US A CARD TO 
HAVE OUR SALESMAN CALL 
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R1074 Paisley Metallic Bro- 
cade, Silv. Trim 


. $3.10 
R1076 Genuine Silver Kid.. . 3.10 
R1080 Genuine Gold Kid ... 3.85 
R3376 —: Brocade, Satin pre 


R3384 an Velvet, iD 
ME, scatter dcceecdes 2.50 
66 Las’ 
nental 
All above also stocked in 16/8 
Cuban and 11/8 Flat Heels. 


Round Toe, 21/8 Conti- 
eel. 


LEO. AAAI ALICE AID, FEO ON TEE SY 
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R6646 White "Faille, 
Stripe .....scccvees 2.10 


R6648 Black Velvet, Silver 
Strips 2.10 


66 Last, Round Toe, 21/8 Conti- 
nental Heel. 
AA & B only 
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R6621 Black Faille, Sati 
Pre rar re M92. 10 


R6623 bp - Faille, Satin 


eee eee eeneee 


R6627 Riot Faille, 
Strips 


ee eee eeeeeeee 


R6629 Black Velvet, 
WPS Vic cc cccccess 2.10 


R6631 Silver Satin, 
ND .00 éedneckces 2.10 


R6683 Gold Satin, Gold Strips 2.10 
oi Round Toe, 16/8 Cuban 


AA & B only 


>) 








BOOT AND SHOE RECORDER, August 7, 1937 



















































The Editor’s Outlook 


[CONTINUED FROM PAGE 30] 


to South Africa, South America and those parts of 
the globe that have a reverse climate to our own is 
to cut the calendar time a full six months. For, it’s 
Summer south of the Equator in November and the 
goods picked up here in August are available for 
sale to merchants when landed. When you export 
clearance goods you make available American style 
and materials in foreign fields at prices the export 
customer can pay—and at the same time keep sweet 
and clean your own American market. Hold-over 
inventory of a seasonal character simply “eats its own 
head off” in capital, interest and depreciation. Let’s 
have some thinking on the subject of export. 


Amateur Photography Increases Sales 


Gary, Inp.—Amateur photography, a hobby of one 
of his salesmen, has meant increased customer satis- 
faction for Ed Milgrane, owner of the M-B Shoe Store 
at 686 Broadway, here. 


The hard-to-fit customer presents a problem any- 
where. And when these customers are so hard to fit 
that a special order to the factory with an added cost 
is necessary, the problem is so much the greater. But 
this is where Mr. Milgrane uses the services of his 
salesman, Fred Herschelder, a camera enthusiast. 
Using an inexpensive camera, he accompanies Mr. Mil- 
grane to showings of all new seasonal samples at local 
hotel rooms. If the company from which he is doing 
his buying has no drawings of their shoes, a closeup 
picture is taken of each of the new styles. These pic- 
tures, together with any drawings available are then 
assembled in looseleaf. book and mounted on a page 
which contains information as to cost, colors available. 
and all descriptive information. 


Each salesman at the M-B store has his own cus- 
tomers and keeps a separate list of his odd-size cus- 
tomers who are informed by mail when pictures and 
drawings of each new season’s lines are ready. These 
are shown to the customer who places the order at that 
time. The order is then turned in with the complete 
order for the entire store stock. This eliminates the 
need of placing a separate order after the stock is in 
the store and the customer is not required to pay 
several dollars over the regular price for each pair of 
shoes. This has been one of the store’s most appre- 
ciated services for customer satisfaction, Mr. Milgrane 
states. It has been a mark of consideration which 
does more than anything else in keeping permanent 
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THE QUALITY BOX TOE 


1937 


LIGHTWEIGHT SHOES 
FOR SUMMER COMFORT 


. . » There is no doubt of the smart 
appeal and hot weather comfort found 
in these summer shoes. They are built 
with Celastic, the ideal box toe for 
both men’s and women’s lightweight 
footwear. 


. . « Celastic is flexible across the tip 


line and shoes so equipped are free 
from loose or wrinkled linings — points 
of vital importance to every shoe 
merchant because they are essential 
to customer satisfaction. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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The new Diamond Brand 
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Aluminum Fast Color Eyelets 


have many points of superiority. 


OS AA CS 


Chief among them are: 


ALUMINUM BASE 
CELLULOID TOPS 
FAST COLOR 
ROLL SETTING 

@ NON-RUSTING 


Rp RAS STE BME re Aen es Ais 


@ DURABILITY AND 
DISTINCTIVE APPEARANCE 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Lairdway Process Welts 


no, — 7 Ti $4, AY \deyed 4 


FALL 
1937 


Unquestionably the finest 


line of welt shoes stocked. 
Priced to retail $12.79 and #13.’ 


Laicd, Schobhec 


Phila delphia 
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JOHN kK. 
FINDS LIFE 
WORTH WHILE... 


Ges on fis way up! 





© A few years ago, John K. was in a rut, and he didn’t 
know how to get out of it. Because he was smart and 
ambitious and young, he was pretty sour on life. 


© John was manager of a small dry-goods and apparel 
store operated by a chain organization that ran fifteen such 
stores. His income had reached $2300 a year, not bad for a 
young chap. But John knew that $2300 was the most he 
could ever hope to earn. There was no place higher to 
which he could climb. 


@ In an advertisement similar to this, John read of the 
larger opportunity offered by the J. C. Penney Company. 
It looked good to him, and he investigated. Today he is 
managing a store for the Penney Company, earning more 
than he ever did before, and buoyed up by the knowledge 
that ahead of him stretches a future where the possibilities 
are limited only by his own ability to make good. 


© T his didn’t happen over-night, of course. John came to 
the Penney Company as a beginner, at a slight financial 
sacrifice. But as soon as he learned the Penney way of 
doing things, his previous experience and his innate ability 
earned him a series of promotions. At last he was given a 
small store to manage, then a larger one. He more than 
made up for his financial sacrifice. Now John not only has 
a good job, but a bright future! 


The J. C. PENNEY CO. 
needs more young men 
like John K....NOW! 


© I you have had actual retail experience selling 
dry goods, clothing, furnishings or shoes, if you 
can develop the ability to merchandise success- 
fully and are young enough to spend a reasonable 
time in training—write us today. This company 
now has 1509 stores all over the country, each one 
managed by a man who started behind the counter 
of a Penney store. 


© Write a letter telling your personal history and 
experience to J. D. Keyes, Room 1704, J. C. Penney 
Co., Inc., 330 West 34th Street, New York City. 
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One, Two, Three Selling 
Seasons to Spring 


[CONTINUED FROM PAGE 23] 


fabric shoes a Winter richness. Novem- 
ber is the time to play this new theme, 
introduced in the Fall. 

Third, use a fabric with a deeper, 
richer, more velvety look to it. There 
is such a fabric on:the market. It has 
a new and Wintry surface that makes 
it appropriate for such use. 





Newspaper Ads for 
National Men’s Shoe Week 


[CONTINUED FROM PAGE 24] 


Week, then getting the photographs of 
the winning and’ Second best windows 
into the paper with a news story. The 
individual store can use a photograph 
of their window in an ad with an invita- 
tion, “To know what’s smartest in 
men’s shoes for Fall, come and see our 
windows this week.” 

Stores in manufacturing towns 
should make a very careful check of 
the working men in the plants in the 
community and build up an appeal to 
them in a special series of cooperative 
ads (although one store could use the 
idea). The spirit of these ads should 
be: 

(TOWN NAME) WORKMEN DRESS 


UP WHEN THEY’RE THROUGH 
WORK. 
Another ad might read, “Wear these 


for work—wear these for sport—wear 
these for dress-up.” .A fine stunt could 


«be worked up with two photographs, 


one of the man in work clothes, the 
other when he’s dressed up. The double 
caption would read: “Pride in his work 
begets pride in his appearance.” The 
copy, “At work he’s dressed for the 
job; in his time off he dresses with 
equally good judgment. He’s keen, 
alert, progressive, and looks the part.” 

Each community has its own particu- 
lar conditions to meet and promotion 
plans should include appeals definitely 
designed to interest the various cus- 
tomer groups—not merely the profes- 
sional man or socially elect. 

Your local newspaper men will help 
you to make Men’s Shoe Week a suc- 
cess. They will work with you, giving 
you every help they possibly can. Don’t 
impose—don’t look for free space be- 
yond the news value of the event. It’s 
up to you to do the things that make 
news. Remember there are literally 
scores of “Weeks” with each “Week” 
backed by a group that wants publicity. 
The editor could fill his paper with free 
plugs for everything imaginable. So— 
make your promotion of Men’s Shoe 
Week such an interesting event that it 
becomes news. That will not be difficult 
with an event that holds so many pro- 
motion possibilities. 
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JOHN CURTIS SHOES swing into the Fall cam- 
paign with a straight-from-the-shoulder value 
punch that will bring the crowd to its feet. 
Right down the line, from city-wise, sophisti- 
cated models to stormy weather oxfords, they 
have been definitely stepped up in style and 
stamina. By this, we do not mean a few minor 
refinements or superficial improvements . . . we 
mean the building of an entirely new breed of 


They don’t pull punches when tt comes to Style and Stamina... 


shoes! Shoes with such basic advancements as 
finer lasting and more costly patterns. Shoes 
fashioned from America’s luxury leathers: 
Gallun’s Cretan and Norwegian, Gambola, fine 
Kid and Calf, Scotch Grains and Shell Cordo- 
van! Add these new perfections to the famous 
John Curtis hand-lasting and boned-bottom fin- 
ish, which have, of course, been retained, and it’s 
easy to see why these shoes out-value the field. 


CURTIS SHOE COMPANY, Marlboro, Massachusetts 


Boston Office: Mercer E. Curtis, 186 Lincoln St., Liberty 5573 
New York Office: William E, Morgan, 405 Marbridge Bldg., Byrant 9-0946 
Pacific Coast Office: Wilson Connolly 669 Hotel Hayward, Los Angeles, Michigan 5151 
Philadelphia Office: H. R. Levy, Central Trust Bidg., Fourth & Market Sts., Lombard 4912 


PEMBROKE SHOES to retail from $5 to $5.50 


John Curtis— 


SHOES 
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on her own foot. 
steps inside your store. 


ek eee UM ee in. 





It’s often the DUMMY 
that sells the coat! 


The milliner shows her hats on the head. The tailor models 
his coats on a form. But shoe men still take their shoes 
from the box and say “Catch” to the window dresser. 
Display your shoes on “Spring-to-Fit” 
you show them as your customer would like to see them 
That’s half the sale, made before she 
“Spring-to-Fit” Fairy Forms fit 
snugly in shoes of every type and size. They’re light in 
weight, easy to insert, too inexpensive to do without. 


let showing prices and types is available on request. 


SHOE FORM CO., inc. 


N E W 


For further facts, call the nearest branch office of the United Shoe Machinery Co. 


Fairy Forms and 


Leaf- 


ee RK 


CROTECTED BY AMERIC F) oft 


Licensed Mfg. 
gland; Melbourne, Australia; Pari: 













Faiey Torms 


AND FOREIGN PATENTS 


UNITED LAST CO., LTD. 


MONTREAL, CANADA 


Branches: Northampton, En- 
France; 


Frankfort, Germany; Mexico City, Mexico. 




















New Store Rivals Big City Shops 




















Joseph’s Salon Shoe Store which recently moved to a new location in this 
modern and attractive 


Chicago suburb presents this 
entering the shop. 


OAK PARK, ILL.—Joseph’s Salon Shoe 
Store, which now rivals even the most 
elaborate Chicago salon type stores 
in beauty and interior arrangement, 
has recently moved from 1109 W. Lake 
Street to 1113 on the same street. The 
move was made due to a need for addi- 
tional space, and since moving the man- 
agement reports a 60 per cent increase 
in business. 

The new store, which is made attrac- 
tive to the shopper immediately on 
entering by the bright blue carpet on 


attractive appearance to customers 


the floor, is three times as large as the 
former store. Walls are done in a warm 
buff and the back wall, which is deco- 
rated with mirrors, is in bright blue. 
On the walls are hand-painted pictures 
done by Geo. Grecco, a local artist. In 
the far rear corners are built-in shadow 
display boxes. Entirely new fixtures 
and furnishings were purchased. In 
place of the opera type or arm chair 
seats, there are individual easy chairs 
and lounges in yellow and red silk and 
satin upholstery. 


Window space has been increased 
three times more than in the old shop, 
and the front is done in bright Carrara 
glass and trimmed with dull chromium. 

This shop carries only women’s shoes 
and has all of them built to order to 
meet the demands of this particular 
shop. Most of the shoes are in high 
styles and the shop reports a most suc- 
cessful play this season, especially on 
open-toe and open-heel sandals. 

The store has been in business in 
Oak Park for four and a half years. 


There is another Joseph’s Salon store: 


in Evanston, III. 


Hamill Appointed 
Crossett Representative 


Dover, N. H.—Thomas M.. Hamill 
has been appointed representative for 
the famous Crossett line of men’s dress 
shoes for the Western Pennsylvania 
territory. Crossett shoes are known to 
all the trade, and Mr. Hamill reports 
opening up some very desirable ac- 
counts with these shoes. Crossett shoes 
are now manufactured and. stocked by 
the Crossett Division of the Farming- 
ton Shoe Mfg. Co of Dover, N. H. Mr. 
Hamill is very enthusiastic about the 
sales possibility of this line, since Cros- 
sett have built an outstanding line 
both as regards style and quality. Mr. 
Hamill will make his headquarters at 
1204 Sherman Street, N. S., Pitts- 
burgh, Pa. 
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Shoe VWeuss 


THIS WEEK IN THE SHOE TRADE 
SATURDAY, AUGUST 7, 1937 


NATIONAL NEWS 





Major Change in Conference Program 





Meetings of N.S.R.A. Style Committees to Be Held at Different 
Times, September 9 and 10, Instead of Simultaneously, 
as Heretofore 


New York — Preparations are well 
under way for the semi-annual Style 
Conference under the direction of the 
National Shoe Retailers Association, 
to be held in conjunction with the 
Opening Showing of American Leathers 
for the Spring and Summer 1938 by the 
Tanners’ Council of America. 

Thursday and Friday, Sept. 9 
and 10, are the dates selected for the 
two-day Conference and Leather Show, 
which will convene at the Waldorf 
Astoria Hotel in New York City. 

L. E. Langston, executive vice-presi- 
dent of the N.S.R.A. and chairman of 
the Arrangements Committee, has an- 
nounced another major change from 
the usual conference procedure. In- 
stead of having the men’s, women’s and 
children’s style committee meetings 
convene at the same time in separate 
rooms at the hotel, the September con- 
ference will have the children’s com- 
mittee meeting in the afternoon of the 
first day of the conference. The wo- 
men’s style committee, meeting as “The 
Court of Shoe Style Opinion,” will con- 
vene on the morning of the second day 
and the men’s style committee will con- 
vene at 2 o’clock in the afternoon of 
the second day of the conference. It 
is pointed out by the committee that 
this change in procedure will afford 
those who desire to, the opportunity to 
be in attendance at any or all of these 
committee meetings. 

Since these Style Conferences have 
been under the direction of Mr. Lang- 
ston, a series of major changes in gen- 
eral policy and procedure have taken 
Place, and all have proven to be of 
great value to the working efficiency 
and interest of the two-day meetings. 
The announcement in regard to the con- 
duct of the various Style Committee 
Sessions at different times, is meeting 
With enthusiastic approval from mer- 
chants throughout the country and the 
Committee believes that this change is 
of major importance. 

‘Because of the all-time record at- 
tendance at the last Style Conference, 





DATES TO REMEMBER 


Annual Outing Buffalo Shoe Retailers 
Association, Oriole Park, Buffalo, 
WB Sic ceeded veacesees August 11, 1937 
Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Jl. 
August 30, 31, 1937 
Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, 1938, 
Waldorf-Astoria Hotel, New York 
September 9, 10, 1937 
New York State Shoe Retailers Asso- 
ciation, 19th Annual Convention, 
Hotel Ten Eyck, Albany, N. Y. 
Oct. 3, 4, 5, 1937 
Spring Style Opening Shoe Fashion 
Guild of America, Hotel Biltmore, 
November 1, 2, 3, 1937 
National Shoe Fair, Hotel Stevens, 
Chicago, Jan. 3, 4, 5, 6, 1938 
Northwestern Shoe Retailers Re- 
gional Association Annual Conven- 
tion-Exposition, Hotel Radisson, Min- 
neapeolis, Minn...January 9, 10, 11, 1938 
Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Ben- 
jamin Franklin Hotel, Philadelphia, 
January 16, 17, 18, 19, 1938 
Texas-Oklahoma Retail Shoe Dealers’ 
Association and Southwestern Shoe 
Travelers’ Association Joint Annual 
Convention, Fort Worth, Texas 
January 17, 18, 19, 1938 





which completely over-taxed the meet- 
ing rooms and facilities of the Waldorf 
Astoria, the committee has arranged 
with the hotel for larger rooms for the 
individual committee meetings for the 
September conference. The interest 
being shown in the coming September 
conference by both retailers and manu- 
facturers would indicate another record 
attendance and which Mr. Langston 
points out is—“just another evidence 
of the recognized value to the industry 
of these semi-annual Style Confer- 


ences.” 


Elder & Johnston Win 
Jarman Promotion Prize 


NASHVILLE, TENN. — The Jarman 
Shoe Company, division of the General 
Shoe Corporation, Nashville, Tennessee, 
has just adjudged The Elder & Johnston 
Company of Dayton, Ohio, as the grand 
prize winner in the Jarman “Go-Get- 
ter” Contest. 

The grand award, consisting of $300 
in cash and a gold plaque, was awarded 
for the best consistent month-by-month 
promotional job on Jarman shoes for 
the months, February through June, in- 
clusive. Additional awards of $50 in 
cash, together with a silver plaque, 
were made to each of the following Jar- 
man shoe dealers for the best monthly 
promotional campaigns submitted: 

February, The Elder & Johnston Co., 
Dayton, Ohio; March, Labiche’s, Inc., 
New Orleans, La.; April, Joe Boswell, 
Prescott, Ark.; May, Butler’s, Portland, 
Oregon; June, Labiche’s, Inc., New 
Orleans, La. 

Announcement of the contest to the 
trade was made through a series of 
special dealer bulletins, “Jarman Profit 
Pointer,” outlining in detail suggested 
month-by-month promotional plans for 
dealers of Jarman shoes. 

These bulletins, carrying newspaper 
mat proofs, postcard and evelope en- 
closure samples and window trim sug- 
gestions, were used as a working basis 
in judging the various entries in the 
contest. 














FOR FALL AND WINTER 1937 
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THE HOUSE OF 


Crosby Sqnare 


ANNOUNCES 


THE GREATEST 
ADVERTISING and 
MERCHANDISING 
PROGRAM in its 
HISTORY 


* 
IN Esquire 


Crosby Squares will be adver- 
tised in every issue of this popu- 
lar magazine for men, including 
two full-page, full-color adver- 
tisements appearing in the 
September and October issues. 


* 
nw LIME 


There will be a Crosby Square 
advertisement every month in this 
popular weekly newsmagazine. 


* 


A COMPLETE PROGRAM 
of DEALER SALES HELPS 


including newspaper mats, colored 
post cards, fashion booklet, neon signs, 
window displays, road signs, etc. 


* 


if you want our representative to show’ you this 
powerful program, write or wire us. 


WALTER BOOTH SHOE COMPANY 
MILWAUKEE _. «WISCONSIN 
OR 
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A Portfolio of Fall Town Shoes 


[CONTINUED FROM PAGE 27] 


a return to the enameled grains of 
thirty or forty years ago. Norwegian 
grains are increasingly important, par- 
ticularly in darker tones and in black. 

No fine line of distinction can be 
drawn in Fall shoes; try as we may to 
separate the wet weather variety from 
the lighter and more conservative town 
shoe, we find points of similarity con- 
fusing the issue. Perhaps the rougher 
type of shoe has been refined, or pos- 
sibly the designers have found new in- 
spiration for town shoes in the soft, 
glovy wine-colored leathers that we 
call water-repellent. There is a trend 
to a street shoe of a more rugged char- 
acter. This trend, too, is altering the 
color situation and mahogany or wine- 
colored Cordovan types in calf and oil- 
treated leathers are being developed. 
One particularly smart leather in a 
deep wine color called Meerschaum, 
which has almost a double-tone glow to 
it. The effect of this trend may be seen 
in patterns too. Custom types, over 
essentially town type wood, are given 
a rugged country detailing in the form 
of Stormwelts and heavy soles. The 
result may be a new shoe brought about 
by the popularity of last Fall’s wet 
weather types; but, at any rate, it has 
caused a renaissance in darker tones 
of calfskin. 

The increased cutting of veals is 
apparent in the Fall samples, with Nor- 
wegian grain being a preferred sur- 
face. It is a peculiar matter that re- 
tailers feel that sales of Norwegian 
grains are always very much better in 
some geographical location other thar 
in their own. This “hills are very green 
far away” attitude is indeed peculiar, 
since manufacturers report a steady 
acceptance of Norwegians, except in 
the very southernmost parts of the 
country; and that sales of this type of 
grain, with the thistle type is on the 
increase the country over. 

It will be a Fall of brogue types 
again, due perhaps to the popularity of 
grains, for a grain season means a 
heavy shoe season. Cordovan type 
leathers, too, lend themselves very well 
to the harness detailing in brogues, a 
classic example of which we illustrate 
on the first page of this showing of 
men’s Fall shoes. This whole group of 
shoes consists of brogues and it covers 
practically every interpretation of this 
exceedingly versatile pattern, in prac- 
tically all types of leathers, from Nor- 
wegian grains through Russian calf, 
to Shell Cordovan. 

There is really very little that can 
be done with the detailing of a full 
brogue, if the original character of 
the shoe is to be retained. Perhaps a 
good definition of the full brogue would 
be “with all possible pinking, perfora- 
tion and overlays.” The welting, hand 
lasting, edge trims, close cropping and 


_pulling under of shanks, lengthening of 


spades and extensions account for the 


variety of characteristics of the brogues 
which we illustrate. 

There’s a very subtle trend in the 
custom pbrogues, illustrated in group 
two, and it’s toward‘a more pronounced 
“custom toe,” long an ideal among de- 
signers. The ultimate in a shoe of this 
character would be.some mark or dis- 
tinguishing characteristic that would 
lift it immediately from the wide group 
of other toes. In a Blucher, very often 
it is a fuller tip, or a circular punching 
on the lace stay. We think it particu- 
larly interesting here, and indicative of 
a trend since it occurs in four differ- 
ent shoes from manufacturers of wide- 
ly separated geographical location. We 
refer to the very much smaller tips on 
this custom toe; the illusion of their 
being smaller is heightened still fur- 
ther by a very much larger medallion 
perforation. Though the actual “rest 
of the shoe” detailing varies widely, 
and though the basic last may bear 
no immediate relationship, there is a 
family resemblance in the group and a 
decided trend towards a more “custom” 
type of toe. 

Where lasts are squarer, as indi- 
cated by examples in photographs 3, 
4, 5 and 6, they are not half way efforts, 
but follow the accepted continental 
trend and has been more noticeable in 
Blucher types. Bluchers, oddly enough, 
do not seem to have the numerical rep- 
resentation among Fall samples that 
one might have been led to expect from 
the “Blucher talk” we heard last 
Spring. 

The effect of the Walled last can be 
seen in this classification and, in gen- 
eral, in all the squared type toes. 
Cuboids continue broad, foreparts wide 
and lasts as a generality are less deep 
and very much flatter, with more 
tapering heels. Edge trims vary great- 
ly, except in the extreme custom types. 
Shanks are fuller and broader and flat- 
ter. Stormwelts are seen and are a 
style feature on lighter type town 
shoes. 

If the stimulus necessary to sell more 
men’s shoes is a variety of patterns, 
then the merchant has never had such 
a marvelous opportunity; for the shoes 
we illustrate, the cream of the crop of 
85 manufacturers, show a variety of 
leathers, finishes, patterns, lasts and 
style treatments, the like of which we 
have seldom seen. 





Wayne Freas : 

Du Bois, PA.—Wayne Freas, Du Bois 
merchant, died recently after being i!! 
for over a year. He had been the pro- 
prietor of a shoe store for eight years, 
previous to which he was employed in 
the shoe department of the Reitz and 
Corbett store for thirteen years. He 
is survived by his wife, two daughters, 
and a son. His widow will carry ©: 
the business under the same name. 
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COMING YOUR WAY SOON 
WITH SMART NEW LINES 


The 1936. line of Ball-Band Canvas Sport Shoes is more complete 


than ever, with new trims, new colors and new 


D 
Wel EAN 
ESMAN 


1937 





in both lace-to-toe styles and oxfords. Cooler, cleaner, more com- 
they're the type of shoes that sell on sight. 


The new Summerette line of Women’s fabric oxfords, straps and 
ties will be in even greater demand next summer because they are 
smarter, more colorful ... and because women have found in reason- 
ably-priced Summerettes an opportunity to satisfy their desire for 
several pairs of stylish shoes to suit each occasion and costume. 
The Ball-Band salesman is on his way to see you, so wait until you 
see his new samples before placing orders for future delivery. If you 
want to be sure he sees you soon, just drop us a postcard. 
MISHAWAKA RUBBER & WOOLEN MFG. CO. 
Water Street, Mishawaka, Ind. 


BALL-BAND 


fortable — 


Rubber 


Sport ShoeseLeather Wo 


« Fabric Summerettes 


25c¢ each 


rk Shoe 





Your Price 
$1.50 per doz. Medium and Dark Brown today! 


YO'IS RIGHT, ~ 


eek ges 


KIND. 


You liked “Buck Buffer"’— now let ‘Suede Buffer’’, that hustling 
colored boy, pick up where ‘Buck Buffer" left off. He'll keep 
new Fall suedes and nappy leathers clean, soft and lustrous. 
: He can serve you with Black, Dark Brown and Medium Brown. 
Suede Buffer does a thorough job, too. He has a “‘scratcher” on 
“his back to eliminate “shiny” spots. He has just the right shade 
of powder on his face, and a sponge rubber buffer to work it in. 


Retails for 


He comes in a dust-proof rubber “‘sleep- 
ing bag" which keeps him neat and clean. 
Put Suede Buffer to work for you. Order 
a trial one dozen assortment of Black, 


WIZARD COMPANY 


Sedeufor 


DRY SHOE CLEANER 





Shooting for Better 
Shoe Business 
[CONTINUED FROM PAGE 34] 


All these moves took some time to 
work out, but all were predicated on 
this theory of Mr. Trafton’s, which 
apparently was correct, as in 1936, the 
first full year of operation under the 
new plan, gross sales showed an in- 
crease from the $30,000 of 1935 to 
double that sum. Mr. Trafton estimates 
that his 1937 sales total will be $75,000. 
His average sale, he says, is $10.50 
and his largest volume is found in 
shoes selling at that price. 

Occasionally Mr. Trafton indulges in 
the pastime of pulling rabbits out of 
hats. Just before last Christmas, for in- 
stance, he bought 1000 wool mufflers 
for men and put them up for sale in 
this woman’s shoe department. Despite 
the fact that he almost went crazy be- 
cause of the unseasonably mild weather 
which preceded the holiday, snow and 
cold finally came and he found himself 
compelled to carry over not more than 
one dozen of the mufflers. All had been 
bought by women as gifts for the men 
folks. 

The sale of 5000 neckties during the 
Christmas season was not a mere co- 
incidence. Three years ago he found 
a factory which specializes in making 
men’s neckties with a distinct appeal 
to women. That settled that. After 
all, he is selling to women. 


So promising does this gift-sale field 
seem to Mr. Trafton that he has taken 
the agency for men’s leather garters. 
He also plans to try out bright-colored 
suspenders and has had plenty of re- 
sults with handkerchiefs and jewelry of 
the Swank type. Men’s traveling slip- 
pers also are on the list. 

“Women,” he says, “like to shop for 
their men-folk, so why not place at 
their disposal as many opportunities 
as possible, even if the setting does 
seem a bit incongruous. If they don’t 
mind, why should I?” 


Big Attendance Seen 
for N. Y. State Meet 


ALBANY, N. Y.—At a meeting of the 
Convention Committee which is arrang- 
ing for the nineteenth annual conven- 
tion of the New York State Shoe Re- 
tailers Association, it was decided to 
hold the annual banquet on Monday 
evening, October 4, and First Vice- 
President Ernest A. Beaumont was ap- 
pointed toastmaster. 

Chairman John Slater of the Board 
of Directors will preside at the board 
meeting Sunday evening, October 30, 
and will convey a brief message to the 
trade at the banquet. There will be 
two other speakers, yet to be an- 
nounced, but not on shoe and trade 
topics, the discussion of which will be 
confined to the open forums on Monday 
and Tuesday. 


Chairman T. Arthur Cohen reported 
a large advance registration at the 
TenEyck Hotel of associate members, 
who are traveling salesmen and manu- 
facturers. He emphasized the point 
that no participating fee will be 
charged. J. L. Patton, E. A. Beaumont 
and John J. Meara also attended the 
meeting. 


Benjamin Schwartz Home 


from Europe 


New YorK—Benjamin Schwartz, of 
Schwartz & Benjamin, Inc., returned 
July 26 from a six weeks’ combined 
business and pleasure trip to Europe. 
He visited England and France, taking 
in the Paris Exposition, Switzerland, 
Austria and Hungary. He returned 
with the definite impression that Amer- 
ican shoes are becoming increasingly 
important in foreign markets, due not 
only to excellent styling but to superior 
fitting as well. 

The superiority of American made 
lasts is evidenced by the great demand 
for shoes made on these lasts—to such 
an extent that Schwartz & Benjamin 
have an agreement with an English 
firm to create English style shoes on 
American lasts. Mr. Schwartz is of 
the opinion that American fashions are 
superior because of the fact that 
sources of materials are easily avail- 
able, a factor which is important in 
foreign markets because the opposite 
condition prevails there. 
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Children's Shoes 
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SHOES 
HAND LASTED 
CHILDREN’S SHOES 
Finest Quality 


PEDICRAFT SHOES—Swanson & Ritner Sts., 
Philadelphia 
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Levor Bringing Out 
Line of White Calf 


NEw YorRK—To meet demand for a 
fine quality, clear white calfskin, G. 
Levor & Co., Inc., tanners of “The 
Whitest Whites,” are developing an 
additional tannery in Gloversville, 
N. Y., for the production of this leather. 

Levor white calf will be first shown 
at the forthcoming leather show. While 
an addition to the Levor line at this 
time, white washable calf was produced 
by this tanner for many years. During 
the late twenties, when white washable 
glazed kidskin became such a volume 
entity, the calf line was gradually re- 
duced in production and only a limited 
amount was tanned for use in top- 
priced shoes. 

Regular production, throughout the 
year, will be maintained on white 
glazed kid in Levor’s present tanneries 
and the washable white calf line is to 
he-made in a separate plant. 





Fall Promotions Start Early 


[CONTINUED FROM PAGE 38] 


up photographs have been commonly 
used in window displays for quite a 
few years, this particular way of using 
them to provide a scenic background 
for the entire window is quite new. A 
Fifth Avenue store did the same thing 
a few weeks ago for a series of out- 
door backgrounds for sports apparel 
windows, showing tennis courts, golf 
course, forest scene, etc. It’s a thing 
that calls for careful photography and 
involves some expense, but the effect, 
when it is handled as skillfully as An- 
sonia has done, is worth the effort and 
expense. ; 





Bonwit Teller 








































OPERETTAS 


The “highly prophetic” pumps introduced 
by our inspired Shoe Salon late last Spring. 
Worn by our own mannequins then to tese 
the new Elevation Last which keeps feet 
from tiring in three-inch heels. Chosen 
now for the mannequins of some of the 
best New York Fall showings—because the, 
shaped throat line is so chic with new 
Fall clothes—and because the three-inch 
to the figure that shows clothes to advan- 
tage. Recommended now for your town 
clothes that look towards Fall. In black 
and brown suede, black and white crepe, 
black patent, mahogany-red calfskin, 13.75 


SHOE SALON—SECOND FLOOR 








homme Fifth Avenue, New York Southampton, L. !. amma! 


Bonwit Teller fires an opening salute to 

Fall with this striking ad featuring 

pumps of suede, calf and fabric with 
3-inch heels. 


ne. 


High heeled opera pumps for Fall 
were featured by Bonwit Teller, of 
Fifth Avenue, in one of the interesting 
shoe ads appearing in the New York 
papers of Sunday, July 25. “Manne- 
quins Shod in Operettas” was the cap- 
tion of the ad, which is reproduced 
herewith, and the copy referred to the 
shoes as “The ‘highly prophetic’ pumps 
introduced by our inspired Shoe Salon 
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@ Here’s a bad-weather shoe that’s 
bound to ‘coll. It’s guaranteed positively 
water- . Men who HATE gore 
will LIKE Muftis. 

The Mufti is a double shoe. The inner 
is a welt, complete in itself. Outside it, 
and laid in a thick po oad fl of wr o. 


ment, is a it by the 
stitchdown Geminorent inner- 
sole filler. Water-proof slip sole pate 
water working up through the bottom 


Bellows tongue completes the seal. Full 

lining Reniags sy | makes the Mufti a 

triple shoe. In brown, A to E. Made to 
ler in black. 

Get ready for winter’s rain and slush. 
Stock Muftis now. The rest of the Bass 
line - And don’t forget our fine se- 
lection of superior ski boots. Write to- 
~ - eotaog. and price list. G. H. 

& Co., 181 Main Street, Wilton, Me. 


















late last Spring. Worn by our own 
mannequins then to test the new ele- 
vation last which keeps feet from tir- 
ing in three-inch heels. Chosen now for 
the mannequins of some of the best 
New York Fall showings—because the 
shaped throat line is so chic with new 
Fall clothes—and because the three- 
inch heels give that becoming little 
forward tilt to the figure that shows 
clothes to advantage. Recommended 
now for your town clothes that look 
toward Fall. In black and brown suede, 
black and white crepe, black patent, 
mahogany-red calfskin. 13.75.” 

At the same time I. Miller & Sons 
were advertising the new soft toe 
models as something new for Fall. 
“Fresh Fashion for Fall,” said the ad, 
“the shoe with no ‘boxing.’ Softoe by I. 
Miller. Not a trick, but a trend! For 
after an open-toed Summer, you'll want 
a ‘Softoe’ shoe. It feels different . 
it looks different . . . it’s designed dif- 
ferently. The toe is pliant and supple 
and it gives you a small-foot look that 
every woman longs for.” These “Sof- 
toe” models are being featured by I. 
Miller stores in oxfords, pumps and 
step-ins and in various leathers with 
matching handbags. The shoes sell for 
$13.75 and the handbags for $7.50. 

But for the most part, the current 
shoe ads still speak of sales, and there 
is a real story to be told of shoe values 
this season, since the rising market 
trend makes the sale values even more 
attractive than usual. Retailers have 
not overlooked this fact, which is being 
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emphasized. in much of the current 
clearance copy. It is a very good point 
to stress for two reasons. Not only 
does it tend to induce customers to 
patronize the sales and take advantage 
of the special “buys” being offered, but 
it helps to prepare the minds of con- 
sumers for the higher prices they must 
expect to pay for shoes this Fall. With 
a little advance warning of this kind, 
Fall shoe prices will perhaps prove a 
little less of a shock to the average 
customer. 

And so we find Hassel’s of Chicago, 
in an advertisement featuring a clear- 
ance group of men’s sport shoes, telling 
the men of the mid-western metropolis: 
“If you know Hassel’s, you know that a 
sale like this calls for action. Every- 
thing you can think of; every all-white 
and color combination, every kind of 
toe, every type of accepted style for 
street, sports or evening wear... and 
every pair built according to the Has- 
sel formula of solid leather construc- 
tion inside and out. Not only do you 
save the 25 per cent increase in costs 
due to our contracting before prices 
jumped, but you get the sport shoes 
you want now at an added special-sale 
saving. Buy!” 

And Turrell’s in Seattle, advertising 
a “Store-wide Clearance of Fine 
Shoes,” proclaims that “all the smart, 
trim, inspiring styles you have been 
admiring in the past few weeks for 
immediate and future wear are now 
fairly given to you at astonishingly 
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reduced prices. Now is the time to 
buy—Fall will bring definite increases. 
We urge you to take advantage of 
these sale prices that will probably 
never again strike such a low.” 


Fresh Fashion for Fall—the shee with ne “boxing” - 


m f 


Marcheng hand beg, seme colors ond mesmnals 7 00 
S62 PTH AVE. 400 FPTH AME. 8 649. S0nST. 1982 SWAY 


I. Miller introduces soft-toed shoes for 
Fall as an easy let down from the open 
shoes of last Spring and Summer. 


“The news you have been waiting 
for,” announces Innes of Los Angeles 
in a mid-Summer clearance ad, “your 
favorite footwear radically reduced 
for immediate clearance. Summer’s 
choices styles .. , every type for every 
eceasion, from golf shoes to evening 
slippers. Plenty of white! Colors 
galore .. . Royal blue, green, red 


Page 55 


earth, russet shades, blue shoes, black 
shoes, brown, beige and gray shoes. 
Kid, suede, patent, gabardine. In fact, 
the very smartest shoes you could buy 
at any price.” 

So runs the story of Summer shoes 
as told in retail ad copy in the last 
days of July. 


—_—_ 


Dayton Shoe Retailers to 
Hold Picnic 


DayTon, OnHI0.—The Dayton Shoe 
Retailers’ Club will stage a stag picnic 
at McCrabb’s Grove on August 11 for 
all shoe dealers and clerks in this city 
and the Miami Valley. Traveling shoe 
men are invited to attend the event, 
which will start at 4 p. m. 

A feature of the outing will be a 
baseball game and various athletic 
events. Prizes are to be awarded to 
the winners. A caterer has been en- 
gaged to serve a picnic dinner, which 
will start at 6:30 p. m. There will be 
ample “refreshments” available, the 
committee reports. 

Those arranging for the stag affair 
are Carl Weber of the Metropolitan Co., 
James Gabler of Walker’s, and G. 
Arthur Bauman of Nisley’s. 

Shoe dealers and clerks in the Miami 
Valley, as well as traveling shoe men 
planning to attend, are urged to have 
their reservations in the hands of the 
committee not later than noon on 
August 10. 





LET US SHOW YOU FREE 


how to cut Carpeting Costs. Wire or write “inte for 
FREE Advisory Service to nearest Mohawk office 


Mohawk specializes in theatre floor-coverings. 
Our experts know what is most practical — 
what gives longest wear — how to do any job 
with the least yardage—and many other facts 
experience alone can teach. 

We offer theatre owners the benefit of our 


expert advisory service free— no obligation. 

Today Mohawk offers a line of patterns, 
weaves and colors which represent the finest 
values in our history. 

With costs rising rapidly, it will save you 
money to re-carpet this Fall. Do not wait. 

Write or wire today for free advice and help. 
You can probably do your job much lower 
than you think. Let our experts cut your costs. 


MOHAWK CARPET MILLS 
General Sales Office: 295 Fifth Ave., New Yorn 
Regional Sales Offices: 

Atlanta Boston Buffalo Chicago Cincinnati 
Cleveland Dallas Denver Des Moines Detroit 
High Point Kansas City Los Angeles Philadelphia 
Pittsburgh San Francisco Seattle St. Louis 
e 
Also send coupon below for new Automatic 
Calculator that saves money and time 


1937, Mohawk Carpet Mills, Inc. 
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MOHAWK CARPET MILLS, 295 Fifth Avenue, New York City. 


Please send me your Carpet Calculator. I understand that 
there will be no charge or obligation of any kind for this. 
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Ski Boots 





SAWYFR'S 
SKI BOOTS 


R. J. Sawyer, Inc., 2 Main St., Freeport, Me. 
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LABELS 





TOLMAN- DAVIDSON 
—ADVERTISING PRESS, Inc 
113 Lincoln Street, Boston, Mass 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 














Developing an Orthopedic 
Shoe Business 
[CONTINUED FROM PAGE 40] 


scription pads printed and in leaving a 
quantity of these with each doctor I 
explained the many advantages of 
using these when recommending a 
patient for corrective shoes, and 
stressed the point that he state whether 
he wished the patient to have a straight, 
an out-flare, or an in-flare last. The 
prescription generally brought the 
patient in and we called the doctor on 
the telephone to get his ideas for each 
ease. I asked the doctor not to put 
sizes on the “f}” as shoes run differ- 
ently. I now have an agreement with a 
shoe man in Hollywood. In making out 
my prescriptions I put. them on the 
“Rialto” last, which is a code giving 









unlimited leeway with the patient as 
long as they are fitted with an ortho- 
pedic shoe. We also have another 
code word, ‘namely, “nurses,” which 
means, “I wish this patient to have a 
broad toe and a low heel.” In this way 
the shoe man and the doctor (myself 
in this case) have a system which is 
entirely beneficial to the patient. 

At this point I would like to bring 
out the fact that this plan worked out 
very favorably for both the patient and 
the doctor, and ALSO resulted in that 
type of trade for the store that only 
this understanding between doctor and 
shoe salesman could make possible. 
AND WHY NOT? I do not believe that 
any medical man would turn away the 
opportunity of broadening his knowl- 
edge especially when approached by a 
shoe man, as the average doctor gen- 
erally is just as anxious to meet the 
shoe man as the shoe man is to meet 
the doctor. I found that the best ap- 
proach for a shoe man with the medical 
profession was on construction of the 
shoe rather than on technicalities from 
the orthopedic standpoint, since medi- 
cal men do not agree among themselves 
on all types of corrective work; this at 
all times leaves the shoe man open for 
an argument. Show the medical man 
shoe construction; whether or not the 
shoe is a welt, whether it has a stiff 
shank ‘or a flexible shank, and what 
points you feel will be most advan- 
tageous in aiding him in his corrective 
work. Show him why your. shoe is 
better but do not claim it will cure any- 
thing, or you are left wide open. Even 
the government will not permit you to 
advertise a cure. 

A word about the shoe man I work 
with in Hollywood. If all shoe sales- 
men had the knowledge of fitting feet 
correctly that this man has, there would 
be less cause for friction between the 
doctor and the shoe man. In talking 
with him the other day he informed 
me that I had sent him over $5,000 
worth of business in one year. 

START A PUBLIC RELATIONS 
DEPARTMENT IN YOUR SHOE 
STORE TODAY AND SEE IF 
YOU CAN’T GET A MORE FRIEND- 
LY FEELING AMONG THE 
MEDICOS! 


Awarded First Prize in 
Window Display Contest 


NASHVILLE, TENN.—With the selec- 
tion and announcement of the Sanford 
Mercantile Company, Wetumpka, Ala., 
as grand prize winner in the “Fortune 
Shoe Window Contest,” the Richland 
Shoe Company, division of the General 
Shoe Corporation, here, has just closed 
one of its most successful dealer’s con- 
tests to date. 

In addition to the grand prize of 
$300 to Sanford’s, Herring & Young of 
Elk City, Oklahoma, was awarded $100 
as winner of second prize, while Ander- 
son’s Stores Co., of Quanah, Texas, re- 
ceived $50 as winner of the third prize. 
Additional prizes of $100, $25 and $10 
were awarded to I. Matt Johnson, O. D. 
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EVERY MAN 
RESPONDS 


to the idea of a really 
waterproof leather sole for 
street and outdoor wear. 
Factory “doped” soles do 
not give permanent 
waterproofness. The 
scientific tanning and 
treating of 


LEATHERPLUS 
SOLES 


gives permanent. water- 
proofness, superior 
flexibility, longer wear. 
Those are effective selling 
points on the floor of any 
shoe store. Make use of 
them by specifying 
LEATHERPLUS to your 
manufacturer! 


VAN TASSEL LEATHER CO. 


NORWICH, CONN. 

















Harris, and Whitney Anderson, re- 
spectively, as window trimmers of the 
three prize-winning windows in the or- 
der named. Each entrant in the contest 
also received a handsome Pyralin shoe 
horn imprinted with his name. 

The contest, lasting from May 1, 
through June 30, was announced to the 
trade through the medium of a dealer 
bulletin, “Fortune Avenues to Profit,” 
built around the theme, “You pay for 
your windows,— are you getting the 
most out of them?” Follow-ups in the 
form of both letters and postcards were 
used in promoting the contest. 

Judging in the contest was based on 
originality, attention value and_ the 
completeness of the window tie-in with 
Fortune shoe national advertising. 





J. W. Mills Elected Director 


RocHESTER, N. Y.— John W. Mills, 
proprietor of the Walk-Over shoe store 
at 420 State street, Schenectady, N. Y., 
has-been elected a director of the New 
York State Shoe Retailers Association 
by the Executive Council to fill the 
vacancy caused by the death some time 
ago of Director J. Edgar Burke, of 
Ogdensburg, who was one of the oldest 
members of the organization. Mr. Mills 
is also a member of the Capitol District 
Shoe Retailers Association. He was 
nominated for state honors by his fel- 
low-townsman, Jesse L. Patton, of Pat- 
ton & Hall, Inc., a past-president of the 
state association. 














Their Increasing Popularity 
MUST BE DESERVED 


Manufacturers — who make them, 
Retailers — who sell them, 


Women — who wear them: 


LITTLEWAY All are enthusiastic in their convictions 
LOCKSTITCH as to the merit of Littleway Lockstitch 
PROCESS Shoes—regular construction or Delmac. 


A background of sound shoemaking 
principles is the outstanding reason for 
their continual increase in sales and 
well deserved public approval. 


And for those who prefer 
DELMAC LOCKSTITCH 


And of course 


with (G/C UNISHANK DELMAC LOCKSTITCH 


PROCESS 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET. BOSTON. MASS. 
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Obituaries 
Capt. R. P. MacGrath 


New York—Capt. Robert Patrick 
MacGrath, formerly of the British 
Army and for the last ten years per- 
sonnel director of the Melville Shoe 
Corporation of New York, died Satur- 
day, July 31, at his home here after a 
brief illness. A veteran of the Boer and 
World Wars, in both of which he was 
wounded, Captain MacGrath died of 
pneumonia following an operation on 
his arm. 






























White Kid Women's Misses’ Sizes 
Women’s $1.80 Sizes -B- 
Misses’ $1.70 A-B-C 2%-8 11%-2 
Ce 


Owens SHOE Co. 
28 Goodhue St., Salem, Mass. 
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RECOGNIZED 
HEADQUARTERS 











FOR SHOE RETAILERS 
WHOLESALERS AND MANUFACTURERS 
WRITE FOR SPECIMENS AND FULL DETAILS 
TOLMAN PRINT, Inconporateo 


UNIVERSITY PRESS 
CAMBRIDGE MASSACHUSETTS 





















Fred Halbfass 


LA Porte City, Ia.—Fred Halbfass, 
owner of a shoe store in this city, died 
July 27 after having been ill for sev- 
eral months. He had been in the shoe 
business all his life, having entered 
it as an apprentice when he was four- 
teen years old. He had been in business 
for himself in La Porte City since 1883 
and was well known and liked there as 
“one of the old guerd.” Surviving him 
are one daughter and three sons. 
















Placide Hebert 


HAVERHILL, Mass.—Placide Hebert, 
who died here suddenly on July 16, 
earried on the Hebert Shoe Co. at 
Stoneham unti] he retired in 1929, 
Earlier, he was a partner of George 
H. Cushman, in Gushman & Hebert, 


shoe manufacturers of Lynn. 
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CAPT. ROBERT P. MACGRATH 


Csptain MacGrath was a cousin of 
the late Field Marshal Sir John French, 
Earl of Ypres. He was born in London 
in 1881. He served in Africa during 
the Boer War, and as a result of 
wounds he received was placed on the 
reserve list as a first lieutenant. 

He reentered the regiment in Aug- 
ust, 1914, as a captain and went to 
France with Lord Kitchener’s famous 
“First Hundred Thousand.” Within 
twenty-four hours of action he was 
wounded by a shell in the retreat from 
Mons, and later suffered the amputa- 
tion of the left arm as a result of the 
wound. 

Captain MacGrath came to this 
country shortly after our entrance into 
the war and participated in several 
Liberty Loan drives. After the war 
he was in charge of Russian relief in 
New York, and in 1926 he entered the 
employ of the Melville Shoe Corpora- 
tion as personnel director. 

Surviving are his widow, Terence 
MacGrath, his son; Walter MacGrath, 
a brother, and Mrs. Irene Corbett- 
Thompson, a sister, all of London. 

Funeral services were held Tuesday, 
August 3, at 10 A. M. at the St. Agnes 
Roman Catholic Church, Forty-third 
Street near Third Avenue. Burial was 
in the Gate of Heaven Cemetery, at 
Hawthorne, N. Y. 
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from SOFT SOLES 


tight into your juvenile depart- 
ment for these scientifically de- 
signed and constructed Flexible 
Hard Soles. Made in sizes 2-8, 
they feature a perfectly hard 
tread-base, extreme lightness and 
flexibility. Thousands of mothers 
familiar with famous Mrs. Day's 
Ideal baby shoes, represent a 
ready-made market for these dis- 
tinctive shoes 49r growing young- 
sters. 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 
Manufacturers of Fabric—Cushion—Soft 
Sole—!ntermediate and 


FLEXIBLE HARD SOLES 
NR EE 








Edward Heywood 


New YorK.—Edward Heywood, of 
the Pedigo Company, St. Louis, died 
July 29, after heaving been seriously 
ill for several months. He was con- 
nected with the St. Louis firm in the 
capacity of sales representative for 
their Eastern territory, with head- 
quarters in New York. He had been 
with Pedigo for about a year; previous 
to that he was associated in a selling 
capacity with Schwartz & Benjamin, 
Inc. Mr. Heywood formerly manufac- 
tured shoes at his own factory in New 
York. : 

He is survived by his widow, Mrs. 
Alice Heywood, and two sons, Edwin, 
9, and Gerard, 5. The funeral service 
was held at Our Lady Queen of 
Martyrs Church, Forest Hills, L. I, 
with interment at St. John’s Cemetery, 
Middle Village, L. I. Many floral ex- 
hibits gave evidence of the esteem in 
which he was held. His fellow mem- 
bers of the Boot and Shoe Travelers’ 
Association turned out en masse as 
well as many buyers from New York 
and out of town. . 


Eugene R. Degge 


BELGIUM, Wis.—Eugene R. Degge, 
who, for the past two years has been 
connected with the Allen Edmonds 
Shoe Corporation of this city in charge 
of promotional work with their cus- 
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to his requirements... . 


your 


details. 


Ideas for Shoe Selling, 
Advertising Ideas 


Unusual and 


sechendning Jiees * 
-Em ea: 
Ideas That Make Stores 
Ideas That Attracted C 


Tdeas to Attract Chil 


Anniversary Sale Ideas 
Spring and Summer Ideas 
Voting Contest Ideas 
Mailing List Ideas 

Dollar Day Ideas 
Mother’s Day Ideas 
Hosiery Ideas 


39 Chapters 
337 Pages 


$300 


PAID 
Please re- 
mit with 
order 


239 West 39th Street 





Buy THIS BooK 


Quick Help for Shoe Retailers 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
“rock bottom” facts. ... It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
hands. Concise, all “meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
Some of the 39 CHAPTERS— 


Display, Stock-keeping 

Prize, Discount and Gift Ideas 

Miscellaneous Ideas 

Management and Economy Ideas 

ake Stores More Attractive 
Crowds 

Ideas for Merchants Who Get Together 

Cash, Credit and Collection Ideas 


2222 ideas, seven for a cent; one used 
more than pays for the book 
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4 DeWitt Operated Hotel 


Modest or Pretentious= 


THER it be a single room (as above) or an 
elaborate suite, you will find Hollenden guest 
rooms modern and up-to-the-minute in decorations, 
equipment and furnishings. We are completing a 
modernizing program which make Hollenden guest 
rooms as fine as any to be found in Cleveland. The 
location is ideal, the service excellent, the food of 
the best and the prices moderate. Select the Hollen- 
den on your next trip to Cleveland. 


‘HOTEL HOLLENDEN 


R. F. Marsh, Mgr. 





tomers who handle their “Osteo-path- 
ik” line, died here on July 26, 

Mr. Degge has been connected with 
the shoe business the larger part of his 
life. He was born in Petersburg, IIl., 
and later was connected for several 
years with O. H. Hassel in Chicago. 
Following this, Mr. Degge, for a num- 
ber of years, had full charge of the 
buying and merchandising of men’s 
shoes at Maurice L. Rothschild in the 
same city. 

He was considered an authority on 
shoe fitting and styling, and demon- 
strated his ability by the success of the 
shoe department in the Rothschild store 
during his connection with that firm. 
“Gene,” as he was called by many who 
knew him, was very popular among the 
shoe trade and his number of friends 
was legion. 

He is survived by his widow, a sister 
and a brother. 


Elbert S. Torrey 


Boston, Mass.—Elbert S. (Bert) 
Torrey died at the age 57, at his home, 
138 Summit Ave., Wollaston, Mass., 
on July 22 after a short illness. 

“Bert” was one of the best-known 
salesmen covering the New England 
States, and for the past 13 years was 

sales representative for the Flor- 
sheim Shoe Co. of Chicago. That he 
Was outstanding as a salesman may be 
judged from the large number of ac- 
counts he had on his territory. 


Prior to representing the Florsheim 
Co. he was associated with such firms 
as French, Shriner & Urner Co., Buck- 
ley Shoe Co., of Brocton, and the Bur- 
leigh, Stevens Co., of Newburyport. 
For a time he conducted his own busi- 
ness in Boston. Besides holding mem- 
bership in many organizations he was 
a member of The Boston Shoe Travel- 
ers Association and The National Shoe 
Travelers Association and a delegation 
from both organizations attended the 
services at the home. 

Funeral services were held at his 
late home with burial at Mt. Pleasant 
Cemetery, Rockland, Mass., on Sunday, 
July 25. 


Constitution Commission 
Named 


New York — The New York State 
Legislature has created a state commis- 
sion which will cooperate with the 
United States Constitution Sesquicen- 
tennial Commission in celebrating the 
150th anniversary of the formation of 
the Constitution of the United States. 
This celebration will begin on Sep- 
tember 17, 1937, 

Members of the New York State 
Commission are: Hon. Irwin Steingut, 
Brooklyn, chairman; Meyer Levy, New 
York City; Mrs. Edward Corning, 
Albany; Hon. Ray L. Egbert, Staten 
Island; Hon. William H. Lee, Lock- 
port; Hon. Herbert A. Bartholomew, 
Whitehall. 


. Travelers’ 


Shoe Travelers Challenge 


Shoe Club 


New YorK.—The Boot and Shoe 
Association of New York 
has issued a challenge to the Shoe Club 
of New York to play a golf tournament 
at the Cold Stream Country Club at 
East Hempstead, L. I., on Thursday, 
August 12. 

Both of these associations have had 
their annual outings and golf tourna- 
ments this year, and the odds will be 
easy to figure in this coming event. 

It is planned to have breakfast served 
at the club from 10.30 A. M. to 11.00 
A. M., after which the tournament will 
be played. Dinner will be served in 
the evening following the matches. 

From the enthusiasm shown by both 
associations, this affair promises to be 
an outstanding event, and a general 
invitation has been extended to all shoe 


men to attend. Tickets $5.00 each. 


Minor Announces Discount 
Change 

Batavia, N. Y.—P. W. Minor & Son, 
Inc., have announced a change in their 
discount terms of from 8 per cent to 
2 per cent. This applies to both shoes 
made to order and those shipped from 
stock. 

Reason for this is given as advancing 
costs of materials, labor and taxes and 
the small increase in price on their 
Fall line. 
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SALESMEN WANTED POSITION WANTED HELP WANTED 
MANAGER-SALESMAN — Opportunity open 
SALesuEN IN Retail Position Wanted Pte Bong male on Am, we gy «hl 


Illinois, Indiana, Iowa, Mississippi, Missouri, 

Alabama, Florida, Georgia, North and South 

Carolina—to carry well known, and success- 

ful line of men’s in-stock four and five dollar 

retailers. Give references and experience in 
r. 


first lette 
2S 8 ee Mee Seem, 


Address Bex Fi 
140 F Street, Boston, Mass. 











RESIDENT SALESMAN—Retail and 
etts we ge ScomnteniLibeoad 
Commission. Address Box F-429, care Boot & 








Shoe Recorder, 140 Federal St., Boston, 

Salesman—0O pportunity 
Southwestern territory gueliepte on well known line 
of ehildren’s growing girls’ shoes. 


high grade 
Sold on exclusive agevcy pane. thie is ng by oppor- 
Sistine aS ttle “intelligently, No i No letters. consid- 
—_ on - 
‘ talene they contain full information, age, ex- 





ete. 





Address F437, care Boot and Shoe Recorder 
209 Seuth State Street, Chicago, Ill. 








WANTED—Shoe traveler for general line 
wholesale house, with experience. Must be 
acquainted in central and southern parts of 
Indiana. ddress F-443, care Boot & Shoe 
Recorder, 209 So. State St., Chicago, IIl. 





WANTED—Shoe traveler for general line 
wholesale house, with experience. Must be 
acquainted in Twin City and eastern ~ of 
Minnesota. Address F-442, care Boot & Shoe 
Recorder, 209 So. State St., Chicago, Ii. 





Two experienced salesmen to cover Middle 
West and Southern territories for manufac- 
turer of medium priced stitchdowns, catering to 
volume trade. ubstantial drawings against 
commission to men with good sales r in 
these territories. Others need not apply. Ad- 
dress F-445, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


Experienced retail shoe man ts desirous of secur- 
ing a position in retail or department store, prefer- 
aoe in a or vicinity. Has had long and 

A lines, in up-to-date 
pe arm 2 and I in retail promotion work. Would 
ee Gh cake eaaeee OS segmeee © Ean 


Is hly reliable hae - 
furnish best of references. For further part 
Address: Box F447, Care Boct and Shoe | Seoerder, 
239 West 39th St., New York City. 











have full kn knowledge 5 Ose Foster, 
dising, en's. dren’s Footwear 
State full ii er tecatioas’ age, 

salary expected. Strict con’ 
Address F-322, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. 








FOR LEASE 











ANAGER-salesman—many years’ experience 

in retail shoe stores desires connection in 
Metropolitan New York. Knows shoes, fitting 
stock control and all details pertaining to retail 
selling; also thorough knowledge pertaining to 
anatomy of the foot and knowing orthopedic 
footwear thoroughly. Can furnish valuable and 
reputable references as to myself. Address 
F-451, care & Shes eatin 239 West 
39th Street, New York, 





FOR SALE 


FOR SALE —Seettiind Shoe Business, best 
location in City Southern California. 


Population 45,000. ‘Always made money, fine 
opportunity. Cash deal. Address F-424, care 
Boot & Shoe Recorder, 239 W. 39th Street, 
New York, N. Y. 








Te SETTLE ESTATE—Good will, stock and 
fixtures in old established successful shoe 
store in live western town of twen 

Moderate priced basement and exclusive main 
floor department. Good lease. Two doors from 
Woolworths. Only table firm considered. 
Address F-448, care Boot & Shoe Recorder, 
209 So. State Street, Chicago, Ill. 





LINE WANTED 





MANUFACTURER of medium priced slip- 

pers and sandals bas an opening for a sales- 
man on the west coast. One having wide ac- 
quaintance with Department Store Trade. Ad- 
dress F-449, care & Shoe Recorder, 209 
So. State Street, Chicago, Ill. 





SOUTHERN TERRITORY. Must have large 
following stores, chain and department 
stores, findings jobbers. Sell well established 
and superior line shoe dyes and a Won- 
derful opportunity. Sala: — commission. Ad- 
dress F-452, care Boot kes bonnet, 239 
West 39th Street, New Yor. N. Y. 





SALESMAN WANTED for high grade Pre- 
welt Line. Few territories open. mission 
basis. Address F-453, care Boot & Shoe te 


corder, 239 West 39th Street, ‘New York, N. 





SALESMAN, with extensive experience, will 
represent manufacturer of ladies shoes on 
Pacific Coast. Straight commission acceptable. 
Address F-450, care & Shoe Recorder, 239 
West 39th Street, New York, N. 


FOR LEASE STORE 100% Chain store loca- 
tion in Detroit, 36 ft. x 107 ft. Inquire 
Henry Klapper, 1328 Broadway, New York City. 





WANTED TO PURCHASE 








WE BUY 
Entire or ~~ Wh and 
8 Also Branded Shoes such 
Walk-Over, . -Jettick, Vital- 
Arch Quali 


ity, Preserver, 
Sechaina, | Stetson, Red Cross, Nunn Bush, Ete. 
IRVIN BUBIN 
“The House of Jobs’’ 
89 Reade St., Cor. Chureh 
Phone Barclay 71-7887 New_York City 








Buyers of Surplus Stocks 
We will buy surplus or etre gome of shoes 
from manufacturers, jebbers or 
QUANTITY NO Hs mag 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y 








Telephone WORTH 2-5180, 5181 

















FOR RENT 





r price men’s shoe 


treet 100% location; 
and small guarantee. Read: 
October ist. Write: Hill’s co ta! Clothes othes. 112 
East Flager Street for detailed information. 
Attention, Henry 4 


S PACE for rent week 
department, 

Miami, Florida. 
plan for volume bus: 


Koss Shoe Co. Reopens 


AvusBuRN, Me.—The Koss Shoe Co. 
here, which has been closed for several 
weeks, reopened on July 20. A wage 
increase of 10 per cent and a 40-hour 
week have been granted. 








mum charge, 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
| Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Sq q 


Minimum charge, $1.25. 
In all other cases each word of the 
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MERCHANTS’ NEEDS 








BRANNOCK SHOE- 
FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
@ ATTRACT NEW CUSTOMERS 
e tells others 
3 “ss % OF FITTING TIME 
a ao try-ons 


fer Deseriptive Folder 
ands of shoo tactrie ‘ering Branneck Devices 








THE BRANNO ICK DEVICE CO. 








Scholl Schools Well 
Attended 


CuIcaGo, ILt.—Early last Spring The 
Scholl Mfg. Co., Inc., launched an am- 
bitious educational campaign, extend- 
ing from coast to coast. Hundreds of 
shoe men have availed themselves of 
this opportunity and are loud in their 
praise of this unusual training. 

The course is designed to cover every 
phase of shoe store operation, shoes, 
foot anatomy and troubles, the relief 
and correction of abnormal condi- 
tions, selling, merchandising, inven- 
tories, store records and, in fact, every- 
thing that confronts the shoe merchant 
and his salespeople. 

A number of classes are still to be 
conducted in the Central West. Those 
desiring to improve their knowledge 
of modern shoe store methods by at- 
tending these classes are advised to 
get in touch with The Scholl Mfg. Co., 
Inc., for dates and the cities in which 
they will be held. 


On Vacation 


DAYTON, OHI0.—James Gabler, in 
charge of the men’s shoe department 
at Walker’s, men’s furnishings, and 
secretary of the Dayton Shoe Retailers’ 
Club, is enjoying a vacation in Illinois. 

Paul W. Crawford, of the Crawford 
Shoe Company, is on a three-weeks’ va- 
cation, heading for “all points East,” 
and not disclosing his destination. His 
son, Kenneth, in charge of the Lima 
store, is alternating his time between 
the two cities. 

Louis A. Miller, chief shoe buyer at 
Elder’s, has returned from a three- 
weeks’ stay in Michigan, where he en- 
joyed fishing and golfing. 

Nevin Routson, manager of P. J. 
Myer shoe store, is on a two-weeks’ 
vacation. 





MERCHANTS’ NEEDS 








\ . NEW FALL 
ERe CATALOG OF 
DISPLAY MATERIALS 
Complete with swatches 
Write for your copy 
WINDOW ART DISPLAY CO. 
1312 WASHINGTON AVE. ST. LOUIS, MO. 














HOTELS 


It's 


comfortably 


(GUL 


in St. Louis 
at holel 


OX? 


Tune in your favorite tem ature 
and enjoy cool, restful comfort in a 
Lennox air-conditioned room. Each 
room with private bath, radio, and 
other refinements. Two air-condi- 
tioned restaurants. 


50% of all rooms, $3.50 or less, 
single; $5.00 or less, double. 





“Downtown At Your Doorstep” 
° 


HOTEL MAYFAIR ¢ ONE BLOCK OVER 
Same Management 





“How to Buy Shoes 
Intelligently” 


CuicaGo, ILL.—In keeping with their 
consistent policy of issuing informa- 
tive literature to the buying public, 
Marshall Field and Company have is- 
sued a “How to Buy” booklet on shoes, 
entitled “How to Buy Shoes Intelli- 
gently.” It is well illustrated with 
drawings which show the evolution of 
different types of shoes as well as their 
methods of construction. There are 
charts showing the parts of the shoe, 
all types of heels, the difference be- 
tween welts, McKay’s, and turned 
shoes, and the differences in grades of 
leathers. There are also definitions of 
the different types of leather and an 
explanation of how they may be iden- 
tified. In advising customers how to 
judge shoes for themselves, they are 
urged not to ask for a certain size 
which they may think they wear, but 
to be fitted correctly. The customer is 
also urged to ask questions about the 
purchases. 


MERCHANTS’ NEEDS 








INCREASE YOUR SALES 
with the original 
— DOCTOR SHRINKERS 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 


$12.50 : fabric are easily shrunk 


Curved type Iron without harm. 
Send your order or write for detail information. 
Special combination offer $25.00 (fluids in- 


cluded In above prices) f.o.b. Indianapolis, 
Indiana. 


E. C. SMELTZER CO. 
121 E. Sist Street, Indianapolis, Ind. 


PAT. NO. 1990143 











Shoe Sales Show Increase 


New YorkK—During the first half of 
July, total department store sales in 
the metropolitan district in New York 
were 3.5 per cent higher than in the 
corresponding period last year; but 
there was more than the usual seasonal 
decline in June. 

During the first half of 1937, the 
total department store sales were 4 per 
cent higher than for the corresponding 
period last year. 

In June, shoe sales were 12.4 per cent 
higher than those of June, 1936, while 
shoe stocks increased 24 per cent. 

Percentage change in activity of shoe 
chains and all chains for July, 1937, 
compared to June, 1936: 


No. Total Sales per 
Stores Sales Store 
Shoe chains.. —04 438 +443 
All chains.... —10 +413 42.4 

Percentage change for the first half 
1937 compared with that for the first 
half 1936: 


Type 


Total 
Sales 


Sales per 
Store 
+6.5 
+5.8 


Type 
Shoe chains 
All chains 

Wholesale shoe trade: 

a. Net sales were 1.4 per cent lower 
for June, 1937 than for June, 1936. 

b. 3.6 per cent less accounts out- 
standing May 31 were collected in June 
than for the same period last year. 

c. Net sales for the first half 1937 
were 13.2 per cent higher than for the 
same period last year. 
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Charles C. Taft Retires After 

55 Years in Shoe Trade ° . 
Rocuester, N. Y. — Friends of 

Charles C. Taft, Rochester and West- | | 

ern New York manager of the Shoe f -) 

and Leather Mercantile Agency of Bos- 

ton, will be surprised to learn that he 


has resigned from that position and 
that his services were concluded July 
81. Mr. Taft is the father of Charles 
B. Taft, advertising manager of P. W. BOOTS AND SHOES 
Minor & Son, Inc., of Batavia, New 
York, and has spent his entire mature ry omg age ng So. Weymouth, Mass 
life in the shoe industry, where his B : » A. CO., Wilton, Me. : 
cheery presence will be missed by his OOTH, WALTER, SHOE co., Milwaukee, Wis 
host of friends in New York State and BRAUER BROS. SHOE CO., St. Louis, Mo 
New England, where formerly he was CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
located. Mr. Taft’s plans for the future CURTIS SHOE CO., Marlboro, Mass 
have not been made public, but as he is DICKERSON, WALKER T., CO., Columbus, O 
mentally and physically active his ENDICOTT-JOHNSON CORP., Endicott, N. Y 
friends hope he will continue in the FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo 
shoe business in some capacity suitable GREEN SHOE MFG. CO., Boston, Mass 
to his talents. HANNAHSONS SHOE CO., Haverhill, Mass 

Mr. Taft is a native New Englander, HYDE, A. R., & SONS CO., Cambridge, Mass 
having been born not far from Boston. KIRKENDALL BOOT Co., Omaha, Neb 
He was educated in the schools in LAIRD, SCHOBER & Cco., Philadelphia, Pa 
Whitinsville, Mass., and later at Phil- MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 
lips Academy, Andover, Mass. He MRS. DAYS IDEAL BABY SHOE co., Danvers, Mass 
entered the shoe business May 1, 1882, O'DONNELL SHOE CO., Humboldt, Tenn 
or, as he likes to say, “the year Boot OWENS SHOE CO., Salem, Mass 
AND SHOE RECORDER was born,” with PEDICRAFT SHOES, Philadelphia, Pa 
Chase, Merritt, & Co., of Boston, at PETERS, BRANCH OF INT. SHOE CO., St. Louis, Mo 
that time one of the largest shoe man- RACINE SHOE MFG. CO., Racine, Wis 
ufacturers in the world, doing office ROBERTS, JOHNSON & RAND, St. Louis, Mo 

SAWYER, R. J., INC., Freeport, Me 


work, where he remained nearly nine- 
teen years. While with this house he VITALITY SHOE COMPANY, St. Louis, Mo. 


received an offer from N. B. Thayer & 

Co., and after five years there he left 
f A. E. Nettleto 

peg. 2-< Mace ng sagen LEATHER AND OTHER MATERIALS 


Co. of Syracuse, N. Y., where he served 
as office manager in addition to doing AMER, WILLIAM, & CO., Philadelphia, Pa 


other constructive work during the BARBOUR WELTING CO., Brockton, Mass 
World War period. Later he accepted COLONIAL TANNING CO., Boston, Mass 
a position as credit manager with Utz EVANS, JOHN R., & CO., Camden, N. J 
& Dunn Co. of Rochester, and on the HUBSCHMAN, E., & SONS, Philadelphia, Pa 
liquidation of that company he was ap- KISTLER LEATHER CO., Boston, Mass 
pointed manager in Rochester of the TANNERS COUNCIL OF AMERICA, New York, N. Y 
aa care 4 Mercantile ey; VAN TASSEL LEATHER CO., Norwich, Conn 
ven years. 
chninieds sane teen te enans-ot tts MACHINERY, LASTS, MFRS.' SUPPLIES, DRESSINGS, ETC. 
life to the shoe industry, in which he is JENKINS, GEO. O., CO., Bridgewater, Mass 
widely known and loved for his many LITTLEWAY PROCESS CO., Boston, Mass 
kind and manly attributes. SPAULDING FIBRE CO., No. Rochester, N. H 
UNITED FAST COLOR EYELET CO., Boston, Mass 
UNITED SHOE MACHINERY CORP., Boston, Mass 
: VULCAN CORPORATION, Portsmouth, O 
E. B. Patton Named WILSON SHOE SPECIALTIES CO., Buffalo, N. Y 


Manager STORE EQUIPMENT AND FINDINGS 


DAYTON, OHI0.—Eastman B. Patton BRANNOCK DEVICE CO., Syracuse, N. Y. 
of Kansas City, formerly assistant MOHAWK CARPET MILLS, New York City 
manager of the men’s department in SCHOLL MFG. CO., INC., Chicago, Ill 
the Florsheim Shoe Store, 1008 Walnut SHOE FORM CO., Auburn, N. Y 
Street, that city, will become manager SMELTZER, E. C., CO., Indianapolis, Ind 
of the new shoe department to be op- WIZARD COMPANY, St. Louis, Mo 
ened September 1 in the Harry Suffrin WINDOW ART DISPLAY CO., St. Louis, Mo 


store, men’s furnishings, State and MISCELLANEOUS 


Shelby Streets, Detroit. 

Mr. Patton has been in the retail AMERICAN WEEKLY, New York City 
shoe business for 10 years, having been BARIS SHOE COMPANY, New York City 
associated for the past seven years with HOTEL HOLLENDEN, Cleveland, O 
the Florsheim shoe store in Kansas HOTEL LENNOX, St. Louis, Mo 
City. IRVIN RUBIN, New York City 

The new Suffrin shoe department ISELIN, WILLIAM, & CO., INC., New York, N. Y. 
will carry Bostonian shoes and a cus- J. C. PENNEY CO., New York City 
tom made shoe bearing the Suffrin KIRSCH-BLACHER CO., INC., New York City 
name. It will be the first time this TOLMAN-DAVIDSON ADVERTISING PRESS; INC., Boston, Mass 


store has handled shoes. TOLMAN PRINT, INC., Cambridge, Mass 
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“One Naturalizer is a sturdy walking shoe of the spectator sports type. Still, it's lighter, 
trimmer. and more flexible because of the way it's made — a Compo Welt. The 
ther, a dointier shoe of the dressier type, has the refinement and allure which 

‘result from the Single-Sole construction — a Compo Shoe made by the Sbicca Method. 
Both are genu Compo-Shoes, and because of the way they are made, they fit better 
ire nore comfortable. es, and they wear better, too, retaining their original 
ra lo ne “peely” soles, of course, on these Naturalizer Shoes. 
n, Boston, Mass. 
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tive offices, 239 West 39th St., New York, Y. Entered & as second class mat °r November 23, 1932, | = Post Office in Philadelphia under Act of March 3, 1879. 
Subscription price $3.00 per year. Printed in U. 8. 
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Endwell: 


in -stoek 


Z@55 —Gun Metal Bal, Oak Sole, Rubber Heel, P 
Goodyear Welt. Sizes 5/12, 7 Wide........ $2.10 


7309—Same in Tan. 


7510 —Gun Metal Blucher, Oak Sole, Rubber Heel, 
Goodyear Welt. Sizes 5/14, Widths B,C, D.. 2-10 


7%306—CGun Metal Bal, Wing Tip, Oak Sole, Rub- 


ber Heel, Goodyear Welt. Sizes 6/11, Widths B, 
Cc, D 2.10 


7524—Gun Metal Bal, Wing Tip, Oak Sole, 9/8 
Leather Heel, Goodyear Welt. Sizes 6/11, Widths 
ee a te Pee ka) eens 2.10 


7323.—Same in Tan. 
75304—CGun Metal Bal, Double Cord Vamp, Oak 


Sole, 9/8 Leather Heel, Goodyear Welt. Sizes 6/11. 
WIG a a ce HS 2.10 


7318 —Gun Metal Bal, Oak Sole, Rubber’ Heel. 
Goodyear Welt. Sizes 5/11, Widths B, C. D 2.10 





7519—Same in Tan. 
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NEN DICOTT, NY. _ 





@..... the backbone of a 


profitable men’s shoe stock! 


If you were with the boys “over there” you'll remember the French 75’s. 
They were the active guns. And shown on these two pages are Endicott 
Johnson’s “7500's” . . . the biggest and most active guns in our men’s 
shoe line . . . known to the trade as dependable, year ’round, best-sellers! 


Thousands of Endicott Johnson’s dealers carry this line of men’s Endwell 
Oxfords as the backbone of their men’s shoe stocks. Thousands of them 
will size these shoes up continuously from now on into Spring. And ALL 
of them will show a handsome profit on their men’s shoe operation when 
the season is over. 


If you want a quality men’s line that has good styling and wide acceptance 

. a line that will give vou quick and constant turnover, substantial 
profits and fewer markdowns, place your order now for a good selection 
of Endicott Johnson men’s Endwell Oxfords. All shoes shown are avail- 
able for fast delivery from stock. 


os 


and remember: 


our warehouses are less 
than 24 HOURS from most 
points in the United States! 


ST. LOUIS, MO. 
NEW YORK CITY 
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ye Ethel Holland Little of the Woman's Home Companion, re- 
porting on fall openings of the Fashion Originators’ Guild, men- 
tions gold ... gold... gold... and silver everywhere. And now 
Allied Kid Company announces the timely debut of its exquisite 
new gold and silver kid in a mellow, supple quality, that compares 


favorably with the finest in the world. 


Ww This new gold and silver kid has been developed on skins mea- 


suring from two to six feet. The leather is specialized for various 
uses—shoes and belts, flowers, strippings and small accents, and 
dressmaker purposes. Soft, even tones, and excellent adhesive 


qualities make it extremely satisfactory in the workroom. 


Site ING Division 
APE PESO K 1ir-€ OM? A RY 


209- South Street, Boston, Mass. 100 Gold Street, New York City 
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‘The Modern Shoe Store of 
TOMORROW 


The Health Spot Standardized Front 
Dominates Every Shoe Store 
on the Street 





Supplemented with the educational window 
displays as backgrounds, the standard Health 
Spot window is a vital factor in creating a 
professional atmosphere which serves to build 
confidence and brings window shoppers into 
the store practically sold. 


Professional Showmanship Plus Personal- 


ized Service—the Combination that 


Spells PROFIT! 


Profit through service! Professionalized 
showmanship, modern display, !00 per- 
cent-visibility windows, scientific color 
schemes, action signs, selling machinery 
—all tools for selling and a part of the 
sales engineering scheme of Health Spot 
Shoe Shops. They are all confidence cre- 
ators. The public is seeking professional- 
ized, personalized shoe-fitting service. 








A Few Franchises For Exclusive Health Spot Shops are Available in Certain Cities 
in the United States With a Population of 25,000 to 100.000 
This is the Shoe Retailer’s Golden Opportunity! 





MUSEBECK SHOE CO. 


DANVILLE, ILLINOIS 









~ 


Their Increasing Popularity 
MUST BE DESERVED 


Manufacturers — who make them, 
Retailers — who sell them, 


Women — who wear them: 















LITTLEWAY All are enthusiastic in their convictions 
LOCKSTITCH as to the merit of Littleway Lockstitch 
PROCESS Shoes—regular construction or Delmac. 


A background of sound shoemaking 
principles is the outstanding reason for = 
their continual increase in sales and 3 
well deserved public approval. 


And for those who prefer 
DELMAC LOCKSTITCH 








And of course 
DELMAC LOCKSTITCH 
with (GAC UNISHANK ~ 


PROCESS 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET. BOSTON. MASS. 
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PEEDING 
YOUR WAY 


22: WITH SNAPPY NEW LINES 


The BALL-BAND salesman is again 
speeding your way. And you'll be 
glad to see him, too, because he’s 
got what it takes in new fast step- 
ping, fast selling sport shoes. He'll 
show you the new Canvas Sport 
Shoe line with many new features. 
He'll show you the colorful new Sum- 
merette line of delightfully smart 
fabric shoes for summer comfort. 
You certainly will want to wait and 


see for yourself the customer appeal 
in these new lines. 


The BALL-BAND salesman will also 
have up-to-the-minute news and 
facts about the excellent prospects 
for a big Ball-Band fall and winter in 
rubber footwear. He'll show you why 
the Ball-Band line will be a bigger 
profit maker than ever for you this 
season. Be sure you see these new 
and attractive Ball-Band lines. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street, Mishawaka, Indiana 


Kea Xe MA 4 fe KR 
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The new Diamond Brand 















Aluminum Fast Color Eyelets 


have many points of superiority. 
Chief among them are: 
@ ALUMINUM BASE 


CELLULOID TOPS 


FAST COLOR 


ROLL SETTING 


NON - RUSTING 
@ DURABILITY AND 
DISTINCTIVE APPEARANCE 





UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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OF SHOES 


é ”” means an extra profit for 
you. And a profit for your fomer, too! Actual pedom- 
eter tests have shown the average. 
per shopping day, that the fatig 

er vitality. But the ownership 

3 of comfortable last and 


The Surpass Leather Company: iii: 
offices in Philadelphia, Pennsylvania; tan- 
neries in Philadelphia and Gloversville; 
branch offices in New York, Boston, Cin- 
cinnati, St. Louis and Milwaukee; agencies 
in London, Paris, Basel, Milan and other 
foreign cities. 


SURPASS LEATHER CO. 
PHILADELPHIA, PENNA. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers . 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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what 
price 
franchise ? 


To many dealers the word “franchise” has 
an alluring appeal—it seems to mean that 
if the public wants a certain item badly 
enough, they will have to come to your store 


to get it—or go without it. 


It works in some instances but on the whole 
the public likes convenience, and soon de- 
velops a preference for merchandise that 


can be easily found. 


You will have lots of competition selling 
Daniel Greens, but strange as it seems that 
very competition will bring your own store 
more sales. How? Because over the years 
“Daniel Green” has created in the minds of 


the public a “consumer acceptance attitude.” 


Our big national advertising campaigns 
have convinced the consumer that when it 
comes to indoor and light footwear they just 
can’t get any better. and the name “Daniel 
Green” whenever seen always brings this 
thought uppermost. 


A few numbers in the windows with the 
identifying name of “Daniel Green” will 
bring surprising results—even though your 


competitor does carry them. 


roe DANIEL 
GREEN CO. 


DOLGEVILLE, NEW YORK 


SALES OFFICES: NEW YORK 
CHICAGO, BOSTON 


IN DESCENDING 
ORDER: 


70359*—A buckle strap 
mule made of waffle satin 
with 18/8 heel. Stocked 
in Black and in White, 
AA to C widths. Price 
$2.65 


70262* —A D’Orsay 
made with vamp of waffle 
satin, Satin lining. 18/8 
heel. Stocked in Black 
and in White, AA to C 
widths. Price $2.65 


60917—White satin san- 
dal with silver kid vamp 
straps. 17/8 heel. Stocked 
in White in AAA to B 
widths. Price $3.85 


60924— White satin san- 
dal. 20/8 heel. Stocked 
in AAA to B widths. 
Price $4.10 


60918—Evening sandal. 
Stocked in White satin, 
Gold kid and Silver kid 
in AAA to B widths. 20/8 
heel. White satin priced 
at $3.85, Silver kid at 
$5.30. and Gold kid at 
$6.15 


80956—Stocked in White 
satin, Silver kid and Gold 
kid, AAA to B widths. 
12/8 heel. White satin 
priced at $3.90, Silver 
kid at $5.85 and Gold 
kid at $6.80. 


*The material for these 
numbers is a totally new 
pattern, designed for 
and exclusively with 
our line only. 








greatest array of in-stock styles 
we've offered in years and 
backed by 





Aggressive, forceful sales-making ads will tell 
thousands of mothers the story of Pied Piper 
Shoes this fall. This enlarged, expanded cam- 
paign is inspired by the tremendous response to 
previous Pied Piper campaigns. 
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1937 





The public is foot health conscious and the public 


wants facts. 
sound facts in a simple effective, 


Pied Piper advertising presents 
straightfor- 


ward manner. And Pied Piper advertising gets 


results because— 


PIED PIPER SHOES 


—are definitely better, definitely different. 
Make this difference pay YOU dividends. 
Get the benefit of Pied Piper exclusive 
features—they are not mere surface selling 
. points but features that deal with basic 
construction—that actually make Pied 





a tremendous, 
prompt, efficient stock depart- 

















Piper shoes distinctly better. And get the 
benefit of other Pied Piper exclusive mer- 
chandising advantages that do make it 
easier to sell more better juvenile shoes 
at retail. 







The Pied Piper exclusive agency 
is a strictly enforced, highly 
respected, valuable franchise. 
It may be open for your city. 
Write for details. No obligation. 


‘or More Than Twenty Years 


WAUSAU 





WISCONSIN 


PIED PIPER SHOE CO. 


Exclusive Manufacturers of Feature Juvenile Footwear 


